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United  Front’  Drive  to  Promote  Dailies 
Approved  By  NAEA  Convention 

•rank  Tripp  Re-named  Head  of  Committee  Which  Will  Outline  Large 
Scale  Program — Campaign  May  Start  This  Fall 


Boston,  june  so— the  united 

Lp  FRONT  movement  advanced  a 
toward  reality  here  today  when 
b  Newspaper  Advertising  Executives 
jk^ation  voted  approval  of  the 
bject  and  authorized  a  committee 
K  go  ahead.  The  committee,  immedi- 
Iglily  appointed  by  Irwin  Maier,  of 
Milwaukee  Journal,  president  of 
lOlA.  is  headed  by  Frank  E.  Tripp, 
liberal  manager  of  the  Gannett 
-jj^inpapers,  as  was  its  predecessor 


By  ROBERT  S.  MANN 


is  safe  to  say  that  a  majority  of  them 
recognize  the  need  for  greater  effort 
in  behalf  of  newspapers  as  a  whole. 
However,  they  are  without  a  course 
or  definite  program  and  have  not 

Ibeen  sufficiently  informed  to  be  roused 
to  the  action  and  expenditure  which 
j’our  program  comprehends. 

“The  apprehension  reflected  in  your 
October  resolution  is  not  shared  by 
some  owners.  Your  committee  be¬ 
lieves  this  is  because  ownership  in 
general  has  not  yet  awakened  to  the 
modern  selling  competition  which  the 
newspaper  faces  and  thus  still  ex¬ 
pects  their  individual  selling  organiza¬ 
tions  and  existing  under-financed 
promotion  agencies  to  adequately  rep¬ 
resent  the  newspaper. 

“The  recommendation  of  this  or¬ 
ganization  and  the  program  of  the 
special  representatives  can  prevail 
only  through  the  cooperation  of  own¬ 
ers  and  publishers.  We  are  workmen 
asking  for  better  tools.” 

“•Tf"  Recent  action  of  the  St.  Louis  Post- 
^  Dispatch  in  practically  eliminating  the 
differential  between  local  and  national 
advertising  rates  reverberated  through 
jjly  the  convention  of  the  Newspaper  Ad¬ 
vertising  Executives  Association  here 
lit-  yesterday  and » today,  causing  pro¬ 
rest  longed  discussion  in  two  executive 
•ion  sessions  before  a  resolution  was  finally 
adopted  and  made  public.  The  reso- 
ep_  lution  criticized  Harry  Prudden,  of 
Prudden,  King  &  Prudden,  president 
ter-  Newspaper  Representatives 

23_  Association  of  New  York;  and  Walter 
the  Doney,  of  the  Texas  Daily  Press 
de_  League,  president  of  the  Newspaper 
iis-  Representatives  Association  of  Chi¬ 
cago,  for  expressing  public  approval 
rg-jt  of  the  Post-Dispatch’s  action.  Let- 
ub-  from  the  two  had  been  published 

by  the  Post-Dispatch  in  a  broadside, 
along  with  a  hundred  other  letters  of 

I  commendation  from  advertisers  and 
agents. 

While  the  names  of  Mr.  Prudden 
and  Mr.  Doney  were  not  in  the  reso¬ 
lution  as  finally  made  public,  they 
were  plainly  identified  by  their  of¬ 
fices.  Neither  was  present  at  the 
meeting.  The  resolution  follows  in 
full; 

“Whereas  (in  the  face  of  an  or¬ 
ganized  attack  upon  newspaper  gen¬ 
eral  advertising  rates,  as  fairly  set  up 
by  various  newspapers,  bas^  upon 
individual  markets,  individual  costs 
and  individual  productivity),  there 
has  occurred  an  incident  involving 
the  elected  heads  of  two  newspaper 
special  representatives’  organizations, 
constituting,  in  the  opinion  of  the 
Newspai^r  Advertising  Elxecutives 
Association,  an  attitude  as  to  rate  and 
policy  imbecoming  the  position  of 
representative  and  employe,  the  same 
Frank  G.  Huntress,  Son  Antonio  Express;  Wm.  D.  Nugent,  Media  Records,  Inc.,  being  expressed  in  printed  communi- 
Edwin  S.  Friendly,  Netv  York  Sun,  photographed  at  Boston  convention  this  week,  cations  endorsing  a  certain  contro- 


rihe  other  committee  members  are: 
l^y  W.  Herron,  Washington  Star; 
pittr —  M.  Campbell,  Chicago  Trib- 
Hic;  Fred  G.  Pearce.  Altoona  (Pa.) 
frror;  Thomas  Murphy,  Janesville 
Mis.)  Gazette;  L.  A.  Gaines,  Rich- 
KhuI  (Va.)  News-Leader;  Don 
Bldge.  New  York  Times;  Herbert  S. 
■nlon.  Grand  Rapids  Press;  Edwin 
IfHendly,  New  York  Sun. 

Tripp,  explaining  that  the  com¬ 
mittee  had  power  to  act,  told  Editor 
iVlTBLisHER  it  was  possible  that  the 
dui  might  be  made  effective  this  fall. 

program,  as  outlined  by  Mr. 
JUpp  at  today’s  session  in  a  report  on 
illiiiif  of  the  NAEA  committee  named 
W  October,  involves  five  points; 

I  Prepare  a  presentation  showing 
Ite  needs  as  this  organization  sees 


-Confer  with  existing  agencies 
their  ability  to  conform  to  those 


D — Definitely  endorse  some 
icy,  preferably  one  now  in  ex- 


[V— Join  with  that  approved  agency 
I  with  special  representatives  in 
ing  up  as  nearly  a  perfect  pro- 
m  of  effort  as  is  possible. 

V— This  organization,  the  special 
lesentatives  and  the  approved 
ncy  join  in  the  presentation  of  the 
gram  to  a  selected  group  of  pub- 
lers  and  owners,  seeking  imder- 
Hers  for  the  budget,  in  order  that 
rk  may  progress  while  support  of 
(newspapers,  great  and  small,  is 
kited.” 

ir.  Tripp  amplified  points  II  and 
by  naming  the  Bureau  of  Adver- 
kg,  ANPA,  and  Major  Market 
Iqiapers  as  the  only  existing  agen- 
( promoting  newspaper  advertising 
a  nation-wide  scale,  some  state 
Riizations  also  being  active.  In 
IDssion  it  was  intimated  that  the 
leau  of  Advertising  would  be  fa- 

rd  as  the  basic  organization  if 
NAEA  committee  and  the  corn¬ 
ice  in  Charge  of  the  Bureau  can 
>c  to  an  agreement.  Mr.  Tripp, 
lever,  made  it  plain  that  organiza- 
I  of  a  complete  new  newspaper 
ly  was  a  possibility,  although  ex¬ 
iting  reluctance  to  lose  the  values 
>tdy  built  up  by  the  Bureau.  Col. 
iron,  president  of  Major  Market 


1 


Editor 


versial  action  by  a  St  Louis  news¬ 
paper,  and 

“Whereas,  said  communications 
publicly  implied  rate  and  policy  rec¬ 
ommendations  to  all  newspapers,  as 
opposed  to  those  papers  personally 
represented  by  them;  and  thus  chal¬ 
lenging  the  individual  right  of  any 
publisher  to  determine  his  own  rates 
and  policies, 

“Be  It  Resolved,  that  the  NAEA 
condenm  as  improper  and  unrepre¬ 
sentative  of  newspapers  as  a  whole, 
the  statements  of  the  president  of  the 
New  York  City  Representatives’  As¬ 
sociation  and  of  the  president  of  the 
Chicago  Representatives’  Association, 
published  in  connection  with  certain 
St.  Louis  Post-Dispatch  promotional 
material,  exploiting  that  newspaper’s 
adjustment  of  rate  differential. 

“This  condemnation  applies  to  the 
individuals  concerned  but  not  to  spe¬ 
cial  representatives  as  a  whole.” 

Harry  J.  Prudden,  president  of 
Prudden,  King  &  Prudden,  Inc.,  and 
a  statement  made  in  New  York  Thurs¬ 
day  that  he  could  not  “believe  that 
the  members  appreciated  the  full  im¬ 
port  of  this  resolution. 

“There  is  no  attack  organized  or 
otherwise  upon  newspaper  general 
advertising  rates  as  fairly  set  up  by 
various  newspapers  based  upon  in¬ 
dividual  markets,  individual  costs  and 
individual  productivity.  Where  rate 
schedules  are  so  set  up  the  rate  dif¬ 
ferential  cannot  be  unreasonable  and 
there,  therefore,  can  be  no  criticism 
of  the  rate  structure. 

“Tnuit  many  newspapers  are  de¬ 
manding  national  advertisers  pay  a 
rate  so  much  greater  than  the  rates 
charged  local  advertisers  as  to  be  un¬ 
reasonable  and  unfair  is  not  disputed. 

“That  in  many  instances  national 
advertisers  are  permitted  to  release 
their  copy  through  local  dealers  at 
local  rates  in  these  newspapers  is  a 
known  fact.  This  practice  reduces 
the  average  rate  received  from  na¬ 
tional  advertisers. 

“Tlie  newspapers  who  permit  local 
releases  of  general  copy,  but  demand 
that  advertisers  dealing  through  their 
advertising  agencies  or  direct  with 
them  pay  die  hi^er  national  rate  are 
coercing  the  advertisers  to  pay  a 
premium  when  releasing  their  copy 
throu^  normal  channels. 

“That  the  volume  of  national  news¬ 
paper  advertising  a  far  below  normal 
for  a  mettium  as  valuable  as  the  news¬ 
papers  is  evident 

“*niis  subject  has  been  debated  at 
many  newq;>aper  conventions  during 
the  past  several  years.  Advertisers, 
advertising  agency  men,  newspaper 
publishers  and  newspaper  representa¬ 
tives  have  maintained  that  the  con¬ 
ditions  as  set  forth  above  have  caused 
national  advertisers  to  withdraw  from 
newspapers  and  other  national  ad¬ 
vertisers  to  greatly  curtail  their  news¬ 
paper  appropriations.  Some  estimate 
that  these  practices  are  costing  news¬ 
papers  many  millions  of  dollars  per 
year.  Therefore,  the  whole  newspaper 
industry  is  involved. 

“As  president  of  the  Newspaper 
Representatives  Association  of  New 
York,  I  am  merely  a  symbol.  In  con¬ 
demning  me  for  commending  the  ac¬ 
tion  of  the  St  Louis  Post-Dispatch  in 
correcting  its  general  and  local  rate 
differential,  the  convention  condemns 
all  who  are  making  an  effort  to  re¬ 
habilitate  our  badly  damaged  na¬ 
tional  revenues.” 

Walter  Doney,  president  of  the  Chi¬ 
cago  group,  was  on  a  honeymoon  this 
week  and  could  not  be  readied  by 
£1d  TOR  &  Publisher. 

The  NAEA  re-elected  its  three  of¬ 
ficers:  Irwin  Maier,  Milwaukee  Jour¬ 
nal,  as  president;  Norman  S.  Rose, 
Christian  Science  Monitor,  as  vice- 
president;  and  Irving  C.  Buntman, 
Wisconsin  Markets,  Inc.,  Milwaukee, 
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Gilbert  T.  Hodges,  New  York  Sun,  past  president  of  APA.;  James  G.  McDonald, 
Neu’  York  Times;  Norman  S.  Rose,  Christian  Science  Monitor,  vice-president, 

NAEA. 


as  secretary  and  treasurer. 

Two  new  members  were  elected  to 
the  board  of  directors:  Thomas  G. 
Miuphy,  Janesville  (Wis.)  Gazette; 
and  W.  W.  Watson,  San  Antonio  Ex¬ 
press. 

Significantly,  in  view  of  the  later 
action  on  the  United  Front,  the  NAEA 
convention  opened  with  statements 
deprecating  the  reduction  in  number 
of  national  advertising  accounts  in 
newspapers. 

J.  Maxim  Ryder,  advertising  man¬ 
ager  of  the  New  Bedford  (Mass.) 
Standard  Times-Mercury,  and  presi¬ 
dent  of  the  New  Ekigland  Advertising 
Executives  Association,  said  in  a  wel¬ 
coming  speech  that  newspapermen 
should  not  be  lulled  by  gains  due  to 
liquor  advertising,  and  that  news¬ 
papermen  must  do  something  to  stop 
the  trend  toward  fewer  and  fewer 
national  accounts. 

William  D.  Nugent,  president  of 
Media  Records.  Inc.,  cit^  figures  to 
prove  the  point.  He  said  that  a  check 
of  the  billings  of  25  leading  advertis¬ 
ing  agencies  showed  that  almost  with¬ 
out  exception  they  were  placing  a 
smaller  percentage  of  their  advertis¬ 
ing  in  newspapers  in  1935  than  in 
previous  years.  From  1933  to  1935 
these  agencies  increased  their  billings 
40  or  50  million  dollars,  of  which 
increase  only  8  per  cent  went  to  news¬ 
papers,  while  37  per  cent  went  to 
magazines,  wd  55  per  cent  to  radio. 

“Newspapers  are  getting  only  the 
cnunbs  from  the  advertising  table,” 
he  said. 

Other  talks  before  the  NAEA  cov¬ 
ered  a  wide  range. 

R.  A.  Wolfe,  retail  advertising  man¬ 
ager  of  the  Dayton  (O.)  Doily  News, 
reported  on  methods  adopted  by 
newspapers  to  “recapture  local  dis¬ 


play  advertising,”  as  disclosed  by  re¬ 
plies  to  a  questionnaire  he  sent  out. 
Twenty-five  newspapers  reported  a 
drop  in  total  ret^l  accounts  from 
9.000  in  1929  to  6,764  in  1933,  and  a 
rebound  to  7,914  in  1936.  Average 
linage  also  showed  a  loss.  Analyzing 
the  steps  taken  to  recover  these  re¬ 
tail  accounts,  Mr.  Wolfe  said  the  fol¬ 
lowing  were  the  most  common  ef¬ 
forts: 

Adding  to  sales  forces;  increase  of 
copy  and  layout  service;  better  re¬ 
search  and  merchandising  work. 
Some  newspapers  put  salesmen  at 
work  specifically  to  develop  new  ac¬ 
counts.  Some  established  “frequency 
rates”  by  which  small  advertisers 
making  regular  insertions  could  earn 
as  good  rates  as  bigger  competitors. 
Some  newspapers  used  bonuses  to 
salesmen  regaining  lost  aecoimts; 
others  used  contests,  or  established 
sales  quotas  for  new  accounts.  One 
report^  carrying  on  its  largest  pro¬ 
motion  campaign  in  history.  OUiers 
set  up  a  re^ar  system  of  calling  on 
news  prospects  and  lost  accounts,  with 
detailed  reports  required  from  the 
salesmen. 

Ben  C.  Duffy,  vice-president  and 
space  buyer  of  Batten,  Barton,  Dur- 
stine  4t  Osborn,  Inc.,  New  Yoik, 
talked  on  newspaper  promotion,  say¬ 
ing  that  the  problem  of  selling  news¬ 
paper  space  is  much  the  same  as  that 
of  selling  coffee  or  any  other  product. 

Mr.  Duffy  ridiculed  the  charge  that 
space  buyers  buy  on  circulation  and 
milline  rates  alone.  If  that  were  true, 
he  pointed  out,  the  papers  with  big¬ 
gest  circulations  would  carry  nearly 
all  the  national  advertising,  and  he 
showed  figures  on  the  New  York 
newspapers  to  refute  this.  Type  of 
reader  and  editorial  appeal,  he  said, 
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have  to  be  considered  by  the  space 
buyer— which  calls  for  judgment, 
rather  than  any  kind  of  yardstick. 

Telling  the  many  influences  always 
at  work  to  affect  advertising  cam¬ 
paigns,  Mr.  Duffy  listed  six  which 
newspaper  promotion  men  should 
keep  in  mind:  space  buyer,  account 
representative,  advertising  manager,  ‘ 
sales  manager,  jobbers  and  retailers) 
and  general  executives.  It  is  a  mis-  ' 
take,  he  said,  to  try  to  reach  all  these 
factors  with  the  same  promotion  ap¬ 
peal.  Different  copy  should  be  used 
for  each.  The  newspaper  should  try 
to  build  a  definite  identity  for  itself, 
should  frequently  show  its  masthead 
or  its  front  page.  He  suggested  real 
study  of  what  readers  want  in  con¬ 
tent  and  format,  and  ventured  that  a 
newspaper  or  a  group  of  newspapers 
might  acquire  a  position  of  authority 
by  setting  up  a  laboratory  or  testing 
kitchen,  and  giving  a  seal  of  approval 
to  products  which  proved  their  worth. 

George  M.  Burbach,  of  the  St. 
Louis  Post-Dispatch,  reported  on  a 
committee  conference  with  the  news¬ 
paper  committee  of  the  American  As¬ 
sociation  of  Advertising  Agencies, 
held  Monday  night.  He  listed  the 
following  subjects  brought  up  by  the 
agency  men: 

1.  Sixty-day  to  90-day  cancella¬ 
tion  clauses  in  newspaper  contracts. 
Two  newspapers  were  reported  to 
have  exercised  these  clauses  in  mak¬ 
ing  rate  increases.  After  discussion 
it  was  recommended  that  the  clauses 
be  used  only  in  case  of  inflation  and 
rapidly  advancing  price  levels. 

2.  Rate  differentials.  Discussion, 
but  no  agreement.  Agency  men 
pointed  out  dangers  of  quantity  dis¬ 
counts,  preferring  fiat  rate. 

3.  Cash  discoimts — desired  by  the 
agents  as  a  universal  practice. 

4.  Newspaper  merchandising  co¬ 
operation.  The  Four-A  conunittee  is 
working  on  this  subject. 

5.  Agency  recognition.  General 
approval  by  agents  of  the  Cleveland 
media  plan  reported  recently  in  this 
paper. 

6.  Anti-advertising  sentiment. 
Newspaper  aid  in  combating  this  is 
sought. 

Mr.  Burbach  emphasized  that  the 
discussions  were  amiable  and  con¬ 
structive. 

H.  A.  Bredlow,  of  the  Canton  (O.) 
Repository,  described  an  elabemte 
program  carried  on  by  his  newspaper 
with  local  merdiants  to  develop  the 
city’s  business  in  nearby  counties. 

Frank  Hurd,  Providence  Journal- 
Bulletin,  spoke  on  methods  of  saving 
on  advertising  alterations,  recom¬ 
mending  a  firm  but  fair  policy,  backed 
by  efforts  to  educate  advertisMS  to 
eliminate  uimeiMsary  dumges. 

Francis  N.  McGehee,  Cleveland 
Press,  described  the  bathroom  and 
dressing  table  inventory  made  by  his 
newspaper  to  provide  information  ne¬ 
cessary  for  drug  and  toilet  goods 
advertisers. 

A  six-week  course  in  retailing,  con¬ 
ducted  by  the  Des  Moines  Register 
and  Tribune  for  its  advertising  staff 
was  described  by  Joyce  A.  Swan  of 
those  newspapers.  On  six  Tuesday 
evenings  this  course  covered  hi^  q)ots 
of  retailing  as  it  affects  newspapw 
advertising. 

James  G.  McDonald,  expert  on  for¬ 
eign  relations,  now  a  member  of  the 
New  York  Times  editorial  staff, 
pointed  out  the  suppression  of  the 
free  press  wherever  dictatorship  has 
been  set  up,  citing  instances  in  Eu¬ 
rope.  Turning  from  political  control 
of  the  press  to  “economic  control," 
he  cited  the  oft-repeated  assertion 
that  a  press  which  did  not  depend  on 
advertising  would  be  more  free  and 
more  reliable. 

But  those  who  have  read  newspa¬ 
pers  of  many  European  countries, 
(Continued  on  page  38) 
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McREYTlOLDS  IS  NEW  AFA  PRESIDENT 

Railroad  Advertising  Head  Honored  by  Boston  Convention  —  Organization  Declares  War 
Against  Misleading,  Insincere  Advertising — Will  Strike  Back  At  Critics 


Boston,  July  l. — E.  H.  McRey- 
nolds  of  St.  Louis,  vice-president 
in  (diarge  of  advertising  and  public 
,^tions  of  the  Missouri  Pacific  Rail- 
load.  was  elected  president  of  the 
jtdvertising  Federation  of  America 
late  today  at  the  first  meeting  of  the 
jew  board  of  directors.  New  mem- 


Ken  R.  Dyke,  chairman  of  the  board 
of  the  Association  of  National  Adver¬ 
tisers  and  general  advertising  man¬ 
ager  of  Colgate-Palmolive-Peet  Com¬ 
pany,  Jersey  City. 

Resolutions  adopted  by  the  conven¬ 
tion,  in  addition  to  the  usual  expres¬ 
sion  of  thanks  to  everyone  who 


“It  seems  to  me,”  he  said,  “that  the 
best  way  to  stop  the  hue  and  cry 
against  business  so  common  in  poli¬ 
tical  discusLif^n  these  days,  is  to  set 
up  a  counter -current  of  understand¬ 
ing.  If  you  can  inform  people  about 
the  job  that  business  is  doing  and  can 
do,  you  will  perform  a  larger  service 


of  any  kind  in  the  community.  This 
tendency  explains  the  immense  re¬ 
versal  of  public  sentiment  in  1932.  It 
accounted  for  the  temporary  popu¬ 
larity  of  Townsend  on  a  national  scale, 
of  Sinclair  in  California,  of  Long  in 
Louisiana.  It  explains  Blum  in 
France.  For  a  long  time,  people  have 
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Gronps  of  delegates  attending  the  32nd  annual  convention  of  the  Advertising 
F^eration  of  America  in  Boston  this  week;  Left  to  right;  Patrick  Montford. 
polisher,  Dublin  (Ireland)  Opinion,  Chester  H.  Lang,  president  AFA;  W.  W 
J. Stndd,  Illustrated  London  News,  England;  Will  C.  Grant,  advertising  manager. 
Lone  Star  Gas  Company,  Forth  Worth,  Tex. 

bers  of  the  board  had  been  elected  helped  in  its  work  and  in  addition 
just  previously  at  the  annual  business  to  expression  of  regret  at  the  death 
meeting  of  the  AFA.  of  Josephine  Snapp,  of  Chicago,  AFA 

Mr.  McReynolds  succeeded  Chester  vice-president,  were  keyed  to  the 
H.  Lang  of  the  General  Electric  Com-  Truth-in-Advertising  motif  of  the 
pany,  who  moved  from  president  of  whole  convention.  They  are  given  in 
the  AFA  to  chairman  of  the  board.  full  elsewhere  in  this  paper. 

Three  vice-presidents  representing  Preceding  the  business  meeting,  the 
advertising  dub  cotmcils  and  two  re-  AFA  held  its  final  general  session,  a 
ginnnl  vice-presidents  were  elected,  luncheon  at  which  the  prindpal 
They  were  Miss  Edith  EJlsworth,  of  speakers  were  Rajmiond  Moley,  e^- 
Roche,  Williams  and  Cunnyngham,  tor  of  Today,  and  Bruce  Barton, 
Inc.,  Philadelphia,  who  was  made  chairman  of  ^e  board.  Batten,  Bar- 
chairman  of  the  Council  of  Women’s  ton,  Durstine  &  Osborn,  Inc.,  New 
Advertising  Clubs;  H.  B.  LeQuatte,  York. 

president  of  Churchill-Hall,  Inc.,  New  Mr.  Moley  told  the  convention  that 
York,  who  was  made  chairman  of  the  the  flood  tide  of  radicalism  is  ebbing, 
(Council  on  Departmental  Activities;  and  that  he  saw  a  definitely  rising 
(jeorge  M.  Slocum,  publisher.  Auto-  tide  of  moderation.  He  called  for  ad- 
uotive  Daily  News,  Detroit,  chairman  vertising  men  to  help  business  build 
of  the  Council  of  Advertising  Clubs;  a  new  public  understanding,  and  also 
Nnman  S.  Rose,  advertising  manager  suggested  that  the  coming  period 
of  Christian  Science  Monitor,  Boston,  would  be  one  when  moderate  adver- 
rcpresenting  the  East;  and  Walter  W.  tising  would  be  more  appropriate 
R.  May,  manager  of  the  Portland,  than  extreme  copy. 

Ore.,  Chamber  of  Commerce,  repre¬ 
senting  the  Far  West. 

;  Mr.  Rose  and  Mr.  May  are  also 
rice-chairmen  of  the  Council  on  Ad¬ 
vertising  Clubs. 

Frank  A.  Black,  director  of  Wil¬ 
iam  Filene’s  Sons  Company,  Boston, 
vas  re-elected  treasurer;  and  Miss 
Louise  C.  Grace,  director  of  research 
nd  media,  Grace  &  Bement,  Inc.,  De- 
koit,  was  made  secretary. 

Charles  E.  Murphy  of  New  York, 
fanner  president  of  Advertising  Club 
of  New  York,  was  elected  general 
legal  counsel  for  the  AFA. 

Earle  Pearson  continues  as  general 
manager  of  the  federation. 

Directors  elected  for  three- year 
terms  at  the  Federation’s  business 
meeting  were:  Mr.  Lang;  John  Ben- 
mn,  president  of  the  American  Asso¬ 
ciation  of  Advertising  Agencies,  New 
York;  Charles  C.  Younggreen,  execu¬ 
tive  vice  -  president,  Reincke  -  Ellis  - 
Younggreen  and  Firm,  Inc.,  Chicago; 

1.  J.  Hartigan,  vice-president  of 
Campbell  -  Ewald  Company,  Detroit; 

Kirk  Rankin,  publisher  of  Southern 
Agriculturist,  Nashville.  Tenn.;  and 


Left  to  right.  Miss  Mercedes  Hurst,  Chicago;  Mrs.  Emma  Proetz,  St.  Lonis; 
Miss  Esther  Mangan,  Los  Angeles;  Miss  Dorothy  Crowne,  New  York,  and  Miss 
Opal  Sweazer,  St.  Louis,  prominent  among  the  women  delegates  to  the  Adver¬ 
tising  Federation  Convention  in  Boston  this  week. 

been  in  the  mood  to  vote  and  to  think 
against  things. 

“But  if  I  am  any  judge  of  public 
opinion,  there  is  a  newer  trend — 
a  definitely  rising  tide  of  mod¬ 
eration. 

“The  moment  has  come,  or  nearly 
come,  when  the  case  of  business  is 
going  to  get  a  mighty  respectful  and 
sympathetic  hearing.  Those  of  you 
who  would  speak  for  business  can¬ 
not  afford  to  let  that  moment  pass.” 

Bruce  Barton,  advertising  agent, 
author,  and  newspaper  columnist, 
told  Wednesday’s  general  session  that 
there  are  signs  of  reaction  from  the 
post-war  period  of  “soul  sickness” 
that  has  brought  vulgarity,  greed,  and 
dishonesty — in  advertising  as  in  the 
whole  textiue  of  national  life.  Look¬ 
ing  into  the  future,  he  saw  indications 
that  the  major  problem  of  great  cor¬ 
porations  will  be,  not  financing  nor 
production,  but  public  relations.  And 
with  this  development,  he  predicted, 
the  dominance  of  boards  of  directors 
by  bankers  and  engineers  and  pro¬ 
duction  men  will  end,  and  specialists 
in  public  relations  will  take  their 
places.  Representatives  of  the  public 
also  will  ^d  seats  in  the  governing 
boards  of  great  industrial  concerns,  he 
said.  With  corporations  compelled  by 
law  and  by  public  opinion  to  conduct 
their  affairs  in  the  open,  he  argued, 
the  “principal  need  will  be  to  know 
what  the  American  people  think,  what 
they  want,  and  what  they  are  going 
to  do.” 

To  men  and  women  who  have  come 
up  through  sales  and  advertising  de¬ 
partments,  Mr.  Barton  accorded  hi^ 
possibilities  in  industry  of  the  future. 
The  leaders  will  have  had  college 
training,  he  said,  including  activity 
in  athletics  and  on  college  papers  as 
well  as  in  the  classroom;  they  will 
have  done  sellmg  and  canvassing; 
they  Vfll  know  not  only  advertising, 
but  something ’of  production,  of  ac¬ 
counting,  and  of  labor  problems. 
“And  if  they' add  to  tnese  fimdamen- 
tals’  an  imdeVstanding  of  people  and 
’  an  instinct  for  persuasion,  then  the 


than  merely  getting  a  square  deal  for 
business.  Business  that  is  imdertak- 
ing  to  sell  itself  because  of  the  service 
it  is  rendering  to  the  public  will,  in 
the  very  doing  of  this,  improve  that 
service.  You  will  be  serving,  in  no 
small  measure,  the  economic  and  so¬ 
cial  order  under  which  we  all  live. 

“We  cannot  for  long  maintain  that 
order  if  the  strength  of  the  public  is 
at  war  with  business  because  of  real 
or  imaginary  wrong-doings  by  a  few 
men. 

“I  would  ask  you  to  look  with  me, 
for  a  moment,  at  what  seem  to  be 
two  clear  tendencies  in  the  contempo¬ 
rary  world.  The  first  is  an  ebbing 
tide;  the  second,  a  rising  one.  The 
ebbing  tide  is  what,  in  political  life, 
is  caUed  ‘radicalism’.  Expressed  in 
terms  of  broad  relationships,  it  means 
public  resentment  against  not  only 
those  who  were  imtil  recently  in  pub¬ 
lic  office,  but  against  those  vested 
with  distinction,  authority  and  power 


ROOSEVELT  SENDS  FELICITATIONS 

1'HE  following  personal  greeting  from  President  Franklin  D.  Roose¬ 
velt  addressed  to  Edgar  Kobak  chairman  of  the  Board  of  the  AFA, 
was  read  at  the  formal  opening  of  the  Advertising  Federation  of 
America’s  32nd  annual  convention  Jime  29th  by  Chester  H.  Lang, 
president  of  the  AFA. 

“Every  movement  which  has  for  its  object  the  furtherance  of  truth 
in  advertising  is  entitled  to  the  highest  commendation.  I  imderstand 
that  truth  will  be  the  theme  of  the  annual  convention  of  the  Adver¬ 
tising  Federation  of  America  when  it  meets  in  Boston.  I  shall  greatly 
appreciate  it  if  I  may  through  you  extend  to  all  in  attendance  at  the 
convention  my  hearty  felicitations. 

“Your  Federation  has  done  excellent  work  by  dedicating  itself 
to  a  campaign  in  behalf  of  truth.  Closely  akin  to  truth  in  advertising 
is  the  question  of  good  taste,  and  one  need  not  have  a  long  memory 
in  order  to  realize  what  advances  have  been  made  in  the  interests  of 
both  truth  and  good  taste  in  the  quarter  of  a  century  just  passed. 
Yours  is  a  noble  objective  and  working  for  its  realization  the  Fed¬ 
eration  is  entitled  to  the  loyal  support  of  all  sections  of  the  great  con¬ 
suming  public.  '  • 

“Very  sincerely  yoiu’s, 

Franklin  D.  Rco.sevelt  ” 

- - - _ Ll 


6 


Editor  &  Publisher  for  July  4,  1936 


Scene  at  Opening  AF A  Luncheon 


RESOLUTIONS  PASSED  BY  AFA 


Left  to  right,  David  Samoff,  president.  Radio  Corporation  of  America;  Chester 
H.  Lang,  A.FA.  president;  Miss  Edith  Parnell,  editorial  manager  for  Charles 
F.  Higham.  Ltd.,  London;  only  British  woman  delegate.  Ken  R.  Dyke,  chairman 
of  the  board.  Association  of  National  Advertisers, 
high  places  will  be  theirs,”  Mr.  Bar-  model  statute  directed  against  fraud- 
ton  concluded.  ulent  advertising,  which  was  adopted 


WHEREAS,  this  thirty-second  convention  of 
the  Advertising  Federation  of  America 
marks  and  commemorates  a  quarter  of  a  cm- 
tury  milestone  in  the  Truth  -  in  •  Advertising 
movement,  initiated  in  Boston  twenty-five  years 
ago,  and  much  has  happened  since  to  both  ad¬ 
vance  and  retard  the  movement,  it  seems  im¬ 
portant  on  this  occasion  to  reinforce  the  Truth- 
in-Advertising  program  by  taking  more  active 
steps  in  its  support;  and  at  the  ^me  time,  it 
seems  important  also  to  clarify  in  the  public 
mind  the  truth  about  advertising:  Therefore, 
lie  it  resolved,  by  the  Advertising  Federation 
of  America,  at  its  annual  convention  in  Bos¬ 
ton  in  1936: 

1.  THAT  the  Federation  pledge  itself  to 
continue  to  intensify  its  fight  for  truth-in-ad- 
vertising,  and  also  to  maintain  and  to  expand 
its  educational  campaign  by  radio,  newspaper 
and  speakers,  which  has  lieen  conducted  over 
a  period  of  years,  in  behalf  of  the  social  and 
economic  value  of  advertising. 

2.  BE  IT  FURTHER  RESOLVED  that  the 
Federation  use  its  infiuence  through  related 
and  constituent  liodies  to  the  end  that: 

(A)  Advertiser,  agency  and  media  owners  be 
encouraged  to  make  common  cause  in  eliminat- 
itig  the  small  percentage  of  advertising  which 
ij  still  fraudulent,  misleading,  offensive,  in¬ 
decent  or  unfair. 

(B)  That  all  who  create  advertising  appeal 
or  >lisseminate  it  recognize  their  primary  ob¬ 
ligation  to  the  public  and  refuse  to  employ 
their  talent  or  facilities  in  violation  of  good 
faith. 

(C)  That  organized  advertising  continue. 


(F)  Advertising  has  become  a  vital  social 
and  economic  force: 

1.  In  maintaining  a  widely  circulated  and 
independent  press  and  other  public  media  free 
to  inform  and  educate  that  enlightened  mass 
opinion  which  is  indispensable  to  democratic 
self-government  in  this  country: 

2.  In  affording  an  ever  expanding  means  of 
acquainting  people  everywhere  with  the  im¬ 
provement  of  goods  and  services  available  to 
them,  and  thus  raising  their  standards  of  liv¬ 
ing, 

3.  In  stabilizing  the  employment  of  labor  and 
capital  through  its  stimulating  effect  upon  the 
movement  of  goods  from  producer  to  consumer 
at  lower  and  Tower  cost. 

Hence  it  is  a  social  obligation  of  organized 
advertising  and  all  who  use,  practice  or  profit 
from  it,  to  safeguard  advertising  influence  in 
this  country  and  to  expand  its  beneficial  ef¬ 
fect  upon  the  masses,  by  fostering  public  con¬ 
fidence  in  it  through  truth  in  advertising. 

In  the  words  of  a  pioneer  leader  in  the 
movement  of  1911  speaking  at  this  convention, 
“whije  advertising  must  always  be  attractive, 
alluring  and  compelling,  it  must  never  be 
tiicky,  false  or  misleading.” 

And  in  the  words  of  a  spokesm.m  of  the 
younger  generation  also  speaking  at  this  con¬ 
vention,  “good,  truthful,  conservative  adver¬ 
tising  reflects  the  honesty,  sincerity  and  sound 
purposes  of  American  business,  and  it  is  my 
belief  that  in  a  large  measure  the  successful 
defense  of  business  lies  in  the  bands  of  the 
men  anil  women  of  the  advertising  profession.” 


Meeting  Sunday  atternoon  in  his-  without  change  by  25  state  legisla-  enlarge  and  strengthen  the  machinery  it  has 


toric  Faneuil  Hall,  “cradle  of  Amer¬ 
ican  Liberty,”  the  Federation  held  ex¬ 
ercises  commemorating  25  years  of 
the  organized  struggle  to  msdre  truth 
in  advertising  a  fact. 

Speakers  were  George  W.  Coleman 
of  ^ston,  who  was  elected  president 
of  the  organization,  then  known  as  the 
Associated  Advertising  Clubs  of  the 
World,  at  the  1911  convention;  Sam¬ 
uel  Candler  Dobbs,  Atlanta  banker, 
who  completed  his  term  as  president 
at  that  time;  Merle  Sidener,  president 
of  Sidener  Van  Riper  &  Keeling,  Inc., 


tures  and  accepted  with  some  modifi¬ 
cation  by  20  others. 

“It  was  soon  after  the  Dallas  con¬ 
vention  that  I  appointed  Richard  M. 
Waldo  of  New  York  chairman  of  a 
committee  to  find  and  bring  in  a 
suitable  slogan  to  set  forth  our  as¬ 
pirations.  He  suggested  the  single 
word  ‘TRUTH’  and  it  was  adopted  by 
the  Ebcecutive  Committee  of  Ae  As¬ 
sociated  Clubs.  At  the  next  conven¬ 
tion  in  Baltimore  this  official  symbol 
of  the  Advertising  Clubs  was  dis¬ 
played  in  great  electric  letters  on  top 


Indianapolis  agency,  who  served  from  of  one  of  the  highest  buildings  in  the 


1914  to  1920  as  chairman  of  the  Na¬ 
tional  Vigilance  Conunittee,  out  of 
which  grew  the  Better  Business  Bu¬ 
reau;  also  Mrs.  William  Brown  Me- 
loney,  editor  of  This  Week,  who  spoke 
o.n  sincerity  in  advertising.  The  chair¬ 
man  was  Frank  A.  Black,  director  of 
William  Filene’s  Sons  Company,  Bos¬ 
ton,  and  treasimer  of  the  AFA. 

Mr.  Coleman  outlined  the  history  of 
the  truth  movement  in  detail,  telling 
of  the  preliminary  evangelistic  work 
done  by  Mr.  Dobbs  and  by  Herbert 
S.  Houston  of  New  York  in  “preach¬ 
ing  the  gospel  of  reliable  advertising.” 
He  went  on: 

“At  the  closing  session  of  the  con¬ 
vention  in  Ford  Hall,  when  the  hectic 
voting  of  those  days  was  all  over,  the 
mantle  of  Sam  Dobbs  had  fallen  upon 
my  shoulders  and  we  had  all  agreed 
to  trek  2000  miles  across  the  coimtry 
to  Dallas,  Tex.,  for  our  next  meeting. 
For  the  next  two  years,  like  my  pre¬ 
decessor  in  office,  I  was  pretty  much 
on  the  wing,  traveling  37,000  miles  in 
nine  months,  visiting  among  the  clubs 


business  and  hotel  district.  Thus  the 
Truth  in  Advertising  Movement  was 
first  officially  laimched  under  that 
designation.  And  it  was  at  this  time 
ir  Baltimore  that  the  convention  drew 
up  its  first  Declaration  of  Principles 
which  was  subscribed  to  by  every 
departmental  organization.  At  the 
following  gathering  in  Toronto,  under 
the  leadership  of  John  K.  Allen  of 
the  Christian  Science  Monitor  the 
high  principles  thus  promulgated  were 
further  implemented  by  the  adoption 
of  specific  codes  of  ethics  for  each  of 
the  many  phases  of  advertising  repre¬ 
sented  in  the  Convention. 

“It  was  not  long  before  the  Vigi¬ 
lance  Committees  merged  into  Better 
Business  Bureaus  under  the  inspiring 
and  effective  leadership  of  H.  J.  Ken¬ 
ner,  who  was  the  first  secretary  of  the 
National  Vigilance  Conunittee.  These 
Better  Business  Bureaus,  now  firmly 
established  in  27  of  our  leading  cities 
are  on  the  job  year  in  and  year  out, 
protecting  the  consumer  and  the  hon¬ 
est  advertiser  from  frauds  and  fakers. 


SCI  up  for  the  self-regulation  of  ailvertising,  as 
the  most  effective  and  feasible  means  of  safe¬ 
guarding  the  consumer  as  well  as  advertising. 

(D)  That  the  National  Better  Business  Bu¬ 
reau  and  the  various  local  better  business  bur¬ 
eaus,  successors  of  the  N’igilance  Committees 
set  up  by  federated  advertising  almost  twenty- 
five  years  ago,  be  given  adequate  financial  aid 
and  hearty  support  in  the  constructive  work 
they  are  doing. 

(E)  That  meiia  be  cncourageil  to  continue 
to  tighten  their  censorship  of  advertising  at 
the  source  of  presentation;  and  as  far  as  feas¬ 
ible  to  do  so  on  a  joint  basis. 

3.  BE  IT  FURTHER  RESOLVED  that  in 
order  to  effect  a  lietter  understanding  of  ad¬ 
vertising,  the  Federation  place  on  record  these 
self-evident  truths  about  it: 

(A)  The  great  bulk  of  advertising  is  honest¬ 
ly  conceived,  is  reliable  in  statement,  fair  to 
competition,  useful  to  the  reader,  and  soundly 
economic  in  its  effects — in  spite  of  the  sma'l 
minority  of  advertisers  who  fall  be'ow  these 
standards  and  shou'd  be  effectively  controlled 
or  eliminated. 

(U)  If  advertising  did  not  lower  the  cost  of 
distribution,  it  could  not  exist.  Business  em¬ 
ploys  it  to  save  money.  When  we  say  that 
advertising  pays,  that's  exactly  what  we  mean. 
If  any  less  expensive  method  of  selling  goods 
could  be  found,  it  would  be  promptly  adopted, 
under  the  spur  of  competition. 

(C)  The  American  peotde  like  advertising 
an  1  respond  to  it.  They  like  its  emotional  ap- 
l>eal.  It  suits  their  temperament,  is  cheerful 
and  optimistic.  It  gives  to  common  things  of 
the  market  a  subjective  value  which  goes  be¬ 
yond  mere  use.  It  helps  people  to  enjoy  life 
and  that  means  more  than  material  wants;  It 
includes  an  emotional  satisfaction. 

(D)  Advertising  is  the  voice  of  commerce; 
as  such  it  reflects  the  current  standards  of  do¬ 
ing  business  and  the  current  level  of  pub'ic 
morals  and  popular  taste.  To  be  effective,  it 
must  express  the  one  and  please  the  other. 

(E)  But  it  has  a  higher  responsibility  than 
private  trading  or  individi-al  conduct  because 
it  is  a  public  pledge  made  in  a  public  medium 
and  dissseminates  to  mi  lions  of  people  infor¬ 
mation  and  impressions  which  affect  their  daily 
lives. 


Fedzration 


Declares  War 
Advertising 


on  Insincere 


The  torch  was  lighted  here  in  the  city  of 
Boston  twenty-five  years  ago  in  a  fighting  cru¬ 
sade  against  fraudulent  and  dishonest  adver¬ 
tising.  That  fight  has  been  largely  won  and 
will  be  continued. 

Here  in  1936  we  face  a  more  powerful  and 
insidious  enemy — tricky,  misleading  and  exag¬ 
gerated  advertising  of  products  meritorious  in 
themselves;  and  we  resolve  to  keep  that  same 
torch  lighted  in  a  vigilant  fight  against  this 
modern  foe  of  truthful  advertising,  to  the  end 
that  pseudo  scientific  and  other  buncombe 
may  be  eliminated. 

We  face  this  battle  with  the  same  confidence 
and  determination  that  characterized  those 
gallant  crusaders  in  1911,  resolute  in  stamping 
out  this  small  but  influential  segment  of  busi¬ 
ness  which  casts  a  cloud  upon  the  fair  name 
of  all  advertising. 

To  ths  end,  we  hereby  recommend  the  fol¬ 
lowing  code  of  copy  practices  in  advertising, 
formulated  by  a  Joint  Committee  of  the  As¬ 
sociation  of  National  Advertisers  and  the 
.Xmerican  .Xssociation  of  Advertising  .Agencies 
and  adopted  by  both  associations  and  we  re¬ 
solve  to  seek  the  enforcement  of  its  reasonable 
and  fair  provisions  by  both  media  and  adver¬ 
tisers. 

The  following  copy  practices  are  unfair  to 
the  public  and  tend  to  discredit  advertising: 

1.  False  statements  or  misleading  exaggera¬ 
tions. 

2.  Indirect  misrepresentation  of  a  product, 
or  service,  through  distortion  of  details,  either 
editorially  or  pictorially, 

3.  Statements  or  suggestions  offensive  to 
public  decency. 

4.  Statements  which  tend  to  undermine  an 
industry  by  attributing  to  its  products,  gen¬ 
erally,  faults,  and  wetnesses  true  only  of  a 
few. 

5.  Price  claims  that  are  misleading. 

6.  Psuedo-scientific  advertising,  including 
claims  insufficiently  supported  by  accepted  au¬ 
thority,  or  that  distort  the  true  meaning  or 
application  of  a  statement  made  by  professional 
or  scientific  authority. 

7.  Testimonials  which  do  not  reflect  the  real 
choice  of  a  competent  witness. 


from  coast  to  coast  and  from  Canada  and  checking  up  on  careless,  thought- 
tc  Texas.  And  like  Dobbs  again,  I  less  annoimcements. 


preached  everywhere  I  went  the  mes¬ 
sage  of  believable,  reliable  advertis¬ 
ing.  To  emphasize  this  ethical  note 
we  began  at  the  Dallas  convention 


“But  we  have  not  come  here  to 
spend  a  great  deal  of  time  patting  our¬ 
selves  on  the  back  and  reviewing  the 
accomplishments  of  the  past.  We 


imsound  competition,  and  in  protect-  endangered  by  the  complacency  of 
ing  advertising  itself  against  mis-  those  who  are  most  vitally  concerned, 
use  and  imfair  attack.  Tiuming  to  The  Bureaus  have  been  opiating  so 
the  present  status  of  the  Bureau,  he  satisfactorily  that  they  are  being  taken 
said:  for  granted,  without  adequate  expres- 

“There  is  evidence  that  the  Better  sion  of  appreciation  in  the  form  of 
Business  Bureaus  and  the  whole  contributions  to  their  financial  sup- 
Truth-in-Advertising  movement  are  port.  (Continued  on  page  36) 


for  the  first  time  to  fill  the  puloits  realize  full  well  that  eternal  vigilance 
of  the  convention  city  on  Svmday  i*;  the  price  of  eliminating  fraud  and 
morning  with  outstanding  leaders  in  buncombe;  we  know  that  war  condi- 


advertising,  who  preached  lay  ser¬ 
mons  on  the  harmony  there  is  be¬ 
tween  religion  and  soimd  business. 

“In  the  meantime,  now  that  agita¬ 
tion  and  education  had  done  their 
work,  there  was  a  growing  eagerness 
to  do  something  definite  and  concrete 
that  would  surely  and  speedily  bring 
to  book  the  fly-by-night  and  otherwise 
deliberate  advertising  fakers.  Wm. 
H.  Ingersoll,  president  of  the  New 
Y'ork  club,  was  the  .first  to  organize 
a  Vigilance  Committ^  to  lake  these 
fellows  in  h^d.  We  immediately  ap¬ 
pointed  a  National  Vigilance  Commit¬ 
tee  to  work  along  the  same  lines  in 
cooperation  with  the  Incal  clubs  all 
over  the  coimtry.  About  this  time 
Printers’  Ink  came  forward  with  its 


tions  and  depression  circumstances 
have  put  a  heavy  strain  on  all  high- 
minded  and  well-intentioned  effort. 
We  have  come  to  see  not  only  that  the 
obvious  fraud  and  the  shameless  faker 
must  be  eliminated  but  also  that  we 
must  now  seek  to  suppress  as  well  the 
buncombe  of  pseudo-scientific  palaver 
that  blinds  the  consumer  to  the  real 
values.  Whatever  we  do  for  the  in¬ 
terest  of  the  consumer  we  do  ulti¬ 
mately  in  our  own  interest.  Advertis¬ 
ing  must  always  be  attractive,  allur¬ 
ing,  compelling,  but  it  must  never  be 
tricky,  false  or  misleading.” 

Mr.  Sidener’s  talk  dealt  with  the 
operations  of  the  Better  Business 
Bureaus  in  protecting  the  consumer, 
protecting  the  sound  advertiser  against 


Speakers  at  A.F.A.  “Truth  Session”  (left  to  right),  Frank  A.  Black,  Boston, 
chairman  of  general  convention  committee;  George  W.  Coleman,  Boston;  Mrs. 
William  Brown  Meloney,  editor.  This  Week;  Samuel  C.  Dobbs,  Atlanta;  Merle 
Sidener,  Indianapolis. 
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PROMOTION  MEN  JOIN  ♦UNITED  FRONT 

Attendance  at  NNPA  in  Boston  Doubled  Over  Last  Year — Thomson  Stresses  Need  for 
Impartial  Source  of  Facts — Benneyan,  McGivena  Speak 


I^fl  to  righl:  (leorge  Benneyan.  Mew  York  American;  Russell  II.  Miles, 
i\asliville  Banner;  Miss  Elsa  Lang,  New  York  Herald  Tribune,  newly  elected 
\  ice-president ;  James  M.  Muldoon.  New  York  Law  Journal;  and  Kenne.li  Mason, 

New  York- 


Left  to  right,  W.  A.  MacDonald.  Vancouver  Province;  Bradford  Wyckoff,  Troy 
(N.  Y.)  Record  Newspapers:  John  C.  Stafford.  Rockford  till.)  Register-Rep'iblic 
and  Morning  Star;  Vernon  C.  Myers.  Des  Moines  Register  &  Tribune;  K.  S. 
Seivert.  Providence  (R.  l.t  Joiunnl  &  Bulletin:  Charles  E  Yeager,  New  York 
W  orld-Telegram. 


Left  to  right,  Joyce  A.  Swan.  Des  Moines  Register  &  Tribune,  retiring  vice- 
president  of  NNPA;  Dan  A.  Sullivan.  Pittsburgh  Press,  re-elected  president; 
Ralfih  Taylor,  Cincinnati  Post;  James  C.  Kennedy,  Buffalo  Courier  Express; 
George  Grim.  Worcester  (Mass.)  Telegram-Gazette. 


iSpecial  to  Kditok  &  PcBLiSHEa) 

BOSTON,  July  1 — The  National 
Newspaper  Promotion  Association 
today  completed  what  President  Dan 
A  Sullivan,  Pittsburgh  Press,  called 
the  largest  and  most  successful  con¬ 
vention  yet  held.  Reflecting  the  in¬ 
crease  in  membership,  which  has  more 
than  doubled  in  the  last  year,  the  at¬ 
tendance  was  considerably  larger 
than  at  any  previous  year. 

The  convention  ptassed  a  resolution 
offering  its  cordial  support  to  the 
United  Front  movement,  which  was 
almost  simultaneously  being  given 
in^tus  by  the  Newspaper  Advertis¬ 
ing  Executives  Association,  as  told  on 
another  page  of  this  issue.  Services 
of  the  NNPA  members,  it  was  con¬ 
templated,  will  be  made  available  for 
promotion  efforts  of  the  United  Front. 

Important  proposals  were  turned 
over  to  conunittees  to  work  out.  One 
committee  headed  by  Miss  Elsa  Lang, 
Sew  York  Herald  Tribune,  will  study 
plans  for  disseminating  ideas,  copy 
and  campaigns  prepared  by  one  mem¬ 
ber  to  the  other  members.  Another, 
headed  by  Charles  L.  Batim,  Portland 
(Ore.)  Journal,  is  to  consider  a  regu¬ 
lar  monthly  confidential  bulletin,  sup¬ 
plemented  by  a  more  pretentious 
quarterly  bulletin. 

President  Sullivan  was  re-elected 
to  head  the  NNPA  for  the  coming 
year.  Miss  Lang  was  made  vice- 
president,  Mr.  Baum  treasurer,  and 
H.  E.  Jewett,  Providence  Journal  and 
Bulletin,  was  elected  secretary.  The 
following  were  elected  to  the  board: 
Ivan  Veit,  New  York  Times;  James 
Kennedy,  Buffalo  Courier  -  Express; 
Vernon  C.  Myers,  Des  Moines  Register 
and  Tribune;  and  Russell  Miles,  Nash¬ 
ville  Banner. 

Possibilities  of  the  NNPA  in  the 
next  few  years  were  analyzed  at  the 
last  session  of  the  association  by 
George  Benneyan,  promotion  man¬ 
ager  of  the  New  York  American. 

“Newspaper  promotion,  while  it  has 
come  a  long  way,  has  still  a  long  way 
to  go,”  he  said.  “For  that  reason  I 
think  that  the  NNPA,  which  also  has 
come  a  long  way,  has  still  a  long  way 
to  go. 

“For  if  any  general  progress  is  to 
be  made  in  correcting  the  present 
faults  of  newspaper  promotion,  if  any 
general  progress  is  to  be  made  in  con¬ 
tinuing  the  improvements  that  have 
been  made,  it  must  be  aided  largely 
by  organized  effort.  It  must  come  not 
only  from  individual  efforts,  but  from 
concerted  action,  from  airing  the  dif¬ 
ficulties,  from  public  disctissions,  from 
knowing  what  others  are  doing  and 
thinking.  And  that,  I  think,  is  the 
mission  and  the  future  of  the  NNPA. 
“The  underlying  trouble  with  news- 
I  P^>er  promotion  is  that  most  news- 
I  paper  publishers  are  backward  in  their 
attitude  about  advertising  their  own 
merchandise,  in  promoting  Iheir  own 
peoperties.  Promotion  to  them  is  still 
a  necessary  evil,  an  item  of  expense 
that  they  resent  and  which  they  keep 
u  low  as  they  can  and  reduce  as  often 
as  they  can. 

“Most  publishers  still  think  that  you 
<k>n’t  ne^  good  paper,  good  printing, 
food  art  work  or  good  thinking  to 
produce  a  good  promotion  job.  Most 
publishers  don’t  want  any  planned 
promotion.  They  like  to  spend  money 
!  alien  they’ve  got  something  to  spend 
h  on.  Yet  they  would  hate  to  have 
many  advertisers  in  their  own  paper 
operate  on  the  same  basis.  Retailers 
and  manufacturers  always  have  some¬ 
thing  to  sell.  So  have  newspapers. 


“A  few,  but  certainly  not  more 
than  a  half  dozen,  newspapers  in  the 
country  today  are  doing  a  really  in¬ 
telligent  job — with  staffs  that  are 
sufficiently  large  and  sufficiently  paid; 
with  plans  and  budgets  that  are  ad¬ 
hered  to,  with  consistent  efforts  year 
after  year,  with  a  proper  regard  for 
the  changing  styles  and  techniques  in 
art  work,  copy,  layout  and  printing. 

“I  know  of  individual  cases  where 
newspapers  have  spent  more  money 
for  promotion,  have  bought  better  art 
work  for  promotion,  have  hired  more 
men  for  promotion,  because  of  the 
activities  of  the  NNPA. 


“Certainly  the  promotion  awards 
made  every  year  by  Editor  &  Pub¬ 
lisher  have  stimulated  many  news¬ 
papers  to  do  better  promotion.  And 
those  awards  were  instigated  by  the 
NNPA.” 

Turning  to  definite  activities  for  the 
next  few  years,  Mr.  Benneyan  sug¬ 
gested  a  survey  to  throw  light  on  the 
proper  relationship  between  the  pro¬ 
motion  depiartment  and  the  other  de¬ 
partments.  “How  independent  should 
it  be?”  he  asked.  “To  whom  should  it 
be  responsible,  how  many  bosses 
should  it  have,  should  it  have  a 
budget,  should  it  include  service  work 


largely  merchandising .  work?” 
Mr.  Benneyan  suggested  more  pub¬ 
lic  discussion  about  promotion,  in 
speeches  and  in  articles.  He  also  pro¬ 
posed  that  members  of  the  organiza¬ 
tion  prepare  a  book  on  promotion. 

“Newspapers  are  writing  their  ad¬ 
vertising  with  adding  machines.  They 
are  forgetting  the  human  element  in 
circulation.”  This  was  the  theme  of 
a  talk  by  Don  D.  Patterson,  national 
advertising  director,  Scripps-Howard 
newspapers,  to  members  of  the  NNPA. 

“Newspapers  of  the  country  are 
partly  sold  on  promotion,  but  many 
question  the  dollar  value  of  it,”  he 
said.  “A  newspaper  is  just  as  much 
a  product  to  .sell  as  soap,  or  any  other 
commodity.  A  newspaper  should  sell 
its  product  (the  newspaper  as  a 
whole)  first — then  sell  the  by-prod¬ 
uct:  advertising. 

“Many  editors  are  selling  the  pub¬ 
lic  what  they  think  it  should  have — 
not  what  the  public  wants.  Few  edi¬ 
torial  or  promotion  departments  have 
taken  a  square  look  at  their  public — 
what  their  public  wants — where  they 
live — what  they  read. 

“Circulation  should  not  be  sold  by 
feeding  digits  into  an  adding  machine 
to  make  thousands  or  millions.  Cir¬ 
culation  is  human  beings — families 
who  work  and  play  in  the  natural 
markets  of  our  communities.  Seek 
out  the  human  element  in  circulation 
and  interpret  it  dramatically.  A 
newspaper  should  know  the  people  of 
its  conummity  better  than  anyone 
else.  It  is  a  relatively  easy  job  (by 
survey)  to  find  out  what  they  want. 

“When  the  advertiser  pays  the  bill 
at  the  end  of  the  month,  the  responsi¬ 
bility  does  not  end  there.  As  in  the 
case  of  merchandise,  our  profit  lies  in 
the  resale.  Make  a  profit  for  the  ad¬ 
vertiser  and  he  will  repeat.  Think 
about  the  resale!  The  alert  promo¬ 
tion  department  isn’t  going  to  forget 
the  advertiser  after  he  is  once  sold. 

“No  newspaper  can  afford  not  to 
have  a  promotion  department  Most 
newspapers  are  under-promoted,  and 
most  of  the  promotion  that  exists 
needs  dressing  up.” 

Speaking  on  destructive  selling 
methods  and  tactics  employed  by 
papers,  he  said:  “The  worst  enemy  of 
the  newspaper  business  is  the  news¬ 
paper  business.” 

“Newspaper  promotion  is  in  a 
groove — leaning  too  much  on  media 
records  and  the  Department  of  C4m<- 
merce — overlooking  ffie  human  inter¬ 
est  of  the  readers — writing  ads  with 
adding  machines.  The  accoimt  execu¬ 
tive  is  not  interested  in  the  story  that 
newspapers  have  to  present  today. 
There  is  too  much  self-glorification  in 
the  newspaper  business. 

"Recognition  of  promotion  managers 
has  not  yet  come.  They  would  be 
ranked  with  the  major  executives  of 
newspapers.” 

Joyce  A.  Swan,  Des  Moines  Regis¬ 
ter  and  Tribune,  retiring  vice-presi¬ 
dent  of  the  group,  led  a  discussion  on 
budgeting  in  promotion  departments. 
He  told  of  a  budget  survey  covering 
nine  newspapers. 

It  was  foimd  that  those  papers 
working  imder  the  budget  system  had 
found  it  practical,  and  perhaps  the 
most  highly  in  accord  with  this 
thought  was  Miss  Lang  of  the  New 
York  Herald-Tribune,  who  stated  that 
11  years  under  the  budget  system  had 
proved  eminently  satisfactory.  Mr. 
Baum  stated  that  his  management  is 
given  a  forecast  budget  one  month 
(Continued  on  page  32) 
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OVER 


LOSE  CONTEST 
NIEMAN  WILL 


Testament  Admitted  to  Probate, 
Giring  Harvard  Huge  Fund  for 
Promoting  Journalism — Way 
Cleared  for  Stock  Sale 


(.Special  to  Editoe  &  Publisher) 
Milwaukee,  Wis.,  July  1 — Rejecting 
all  objections  voiced  by  relatives  to 
the  will  of  Mrs.  Agnes  Wahl  Nieraan. 
widow  of  Lucius  W.  Nieman,  founder 
and  president  of  the  Milwaukee  Jour¬ 
nal,  County  Judge  Michael  S.  Sheri¬ 
dan  on  Tuesday  held  the  will  valid 
and  admitted  it  to  probate  in  Mil¬ 
waukee  County  court. 

As  a  result,  the  bulk  of  her  estate, 
estimated  worth  about  $5,000,000,  will 
go  to  Harvard  University  to  promote 
journalism.  Mrs.  Nieman’s  will  was 
signed  Feb.  1,  1936.  and  her  death 
(Xicurred  Feb.  5.  Three  relatives  who 
contested  the  will  were  Fred  Wahl, 
of  Washington,  D.  C.,  and  Robert 
Wahl,  of  Chicago,  half-uncles  ot  Mrs. 
Nieman,  and  Mrs.  Paula  Wahl  Pierce, 
of  Chicago,  a  half-aunt  who  was  left 
$5,000.  Judge  Sheridan  held  that  Mrs. 
Nieman  on  Feb.  1,  the  date  she  signed 
the  testament,  was  in  full  possession 
of  her  mental  faculties  and  that  no 
undue  influence  was  used.  Counsel 
for  the  contestants  has  indicated  that 
appeal  may  be  taken  to  the  Wisconsin 
Supreme  court. 

Hearings  on  the  will  have  been  go¬ 
ing  on  for  several  weeks.  The  contest¬ 
ants  contended  Mrs.  Nieman  “was  not 
of  sound  mind  and  had  not  sufficient 
mentality  to  make  a  will,”  and  that 
the  execution  of  the  will  was  “pro¬ 
cured  by  undue  influence  exercised 
over  and  upon  Mrs.  Nieman  by  per¬ 
sons  unknown  to  the  heirs  objecting.” 
However,  Harvard  was  exonerated  by 
the  contestants  from  any  participa¬ 
tion  in  acts  of  undue  influence.  In 
statements  in  court  attorneys  for  the 
contestants  also  specifically  exoner¬ 
ated  Edwin  S.  Mack,  attorney  who 
drew  the  will,  and  Harry  J.  Grant, 
publisher  of  the  Journal,  of  the  exer¬ 
cise  of  undue  influence  in  the  draw¬ 
ing  of  the  will 

The  action  started  by  the  three  con¬ 
testants  to  prevent  the  sale  of  1400 
shares  of  stock  in  the  Journal  Com¬ 
pany  belonging  to  the  estate  of  Mr. 
Nieman  also  is  apparently  lost  wifli 
the  admission  to  probate  of  Mrs.  Nie¬ 
man’s  will.  The  prospective  purchas¬ 
ers  are  Mr.  Grant  and  Miss  Faye 
McBeath,  a  niece  of  Mr.  Nieman. 
The  plan  for  purchase  of  the  stock 
calls  for  sale  of  part  of  it  to  employes 
of  the  Journal.  Trustees  of  the  trust 
under  the  will  of  Mr.  Nieman,  and 
administrators  of  the  estate,  have 
asked  the  court  to  approve  the  sale 
of  the  stodc  at  $3,500  a  share.  Heirs 
had  sought  to  establish  a  value  of 
$5,000  a  share. 

Judge  Sheridan,  in  his  decision 
ruled; 

“Mrs.  Nieman  was  in  possession  of 
all  her  mental  faculties;  she  knew 
just  exactly  what  she  was  doing;  she 
had  a  grasp  and  imderstanding  of  the 
extent  of  her  property;  she  knew  who 
should  be  the  natural  object  of  her 
bounty;  she  was  capable,  in  the 
court’s  opinion,  of  making  a  will  as 
any  person  75  years  of  age  who  might 
be  enjoying  the  best  of  health;  the 
writing  in  question  was  her  free  act 
and  will;  there  was  no  undue  influ¬ 
ence;  the  statutes  were  followed  in 
regard  to  the  execution  of  the  instru¬ 
ment;  and  it  may  be  admitted  to 
probate.” 

SAN  MATEO  TIMES  APPOINTS 

Appointment  of  West-Holtiday- 
Mogensen,  Inc.,  as  national  advertis¬ 
ing  representatives  has  been  an¬ 
nounced  by  the  San  Mateo  (Cal.) 
Times. 


DONALD  DAVIS  TO  TEACH 

Donald  Davis  advertising  director 
of  the  Springfield  (Mass.)  Newspa¬ 
pers  will  resign  that  position  at  the 
end  of  July  to  join  the  faculty  of  the 
department  of  journalism  of  Penn¬ 
sylvania  State  College.  He  will  teach 
advertising.  He  had  been  with  the 
Springfield  newspapers  17  years. 


COLLINS  SEES  GOOD, 
COME  WHAT  MAY 

Onn  of  New  York’*  Key  Advertising 
Executives,  He  Expresses  No  Fears 
Regardless  of  Which  Party  Is 
Next  in  Power 

Kenneth  Collins,  vice-president  of 
Gimbel  Brothers,  Inc.,  New  York, 
predicted  this  week  in  a  speech  be¬ 
fore  the  St.  Louis  Chamber  of  Com¬ 
merce  that  business  is  proceeding  at 
a  high  profit  level  and  that  the  out¬ 
come  of  the  fall  elections  is  not  likely 
to  effect  it  much  one  way  or  another. 

It  should  be  recalled,  he  stated, 
that  it  was  the  consumer  who  ulti¬ 
mately  made  business. 

“Is  there  any  one  who  imagines,” 
he  continued,  “that  Mrs.  Housewife 
will  sit  down  in  the  evening  this  Fall 
and  say  to  her  husband;  T  think  we 
should  buy  some  new  furniture,’  and 
have  her  husband  reply,  ‘What  will 
we  do  with  it  if  the  Democrats  [or 
Republicans,  if  his  political  faith  hap¬ 
pens  to  be  that]  are  re-elected?’  ” 
He  was  “hopeful  that  business 
men  will  stop  talking  about  the  elec¬ 
tion — at  least  during  business  hours.” 

“I  feel  this  all  the  more  since  if 
the  Fall  continues  to  bring  the  gains 
shown  this  Spring  and  early  Sum¬ 
mer,  industry  will  show  very  large 
net  profits  this  year,”  he  went  on. 
■  "niere  are  large  plums  to  be  picked 
by  those  of  us  who  want  them. 

“We  have  learned,  if  we  are  ever 
going  to  learn,  the  lessons  of  prudence 
and  thrift.  Now  as  business  expands, 
above  this  economical  operation,  siu*- 
plus  volume  turns  with  incredible 
rapidity  into  net  profits.” 

Mr.  Collins  felt  that  the  business 
man  would  justifiably  “have  a  vastly 
increased  faith  in  the  ability  of  pro¬ 
motional  plans  to  bring  added  busi¬ 
ness  than  we  could  have  had  a  few 


EDITOR  &  PUBLISHER 
CALENDAR 

July  6-7 — N.  Y.  Associated 
Dailies,  Binghamton,  N.  Y. 

July  6-8 — Pacific  Coast  Ad¬ 
vertising  Clubs,  Seattle. 

July  9-11  —  North  Carolina 
Press  Assn.,  Waynesville. 

July  10-11 — Interstate  Adver¬ 
tising  Managers’  Assn.,  quar¬ 
terly  meeting — Senator  Hotel, 
Atlantic  City,  N.  J. 

July  17-19^ — Nebraska  Press 
Assn.,  Crete,  Neb. 

July  23-^  —  Virginia  Press 
Assn.,  New  Chamberlin  Hotel, 
Old  Point  Comfort,  Va. 

July  24-25 — Washington  Press 
Assn.,  Golden  Jubilee  Conven¬ 
tion,  Olympia. 

Aug.  13-15 — East  Tennessee 
Press  Assn.,  Annual  Convention, 
Etowah. 


MUTUAL  NETWORK  TO 
ADD  DON  LEE 

Macfarlane  Announces  Expansion  of 
Cooperative  Chains  of  Important 
Stations — WGN  One  of  Found* 
ers  of  Group 


BRITAIN  BANS  RADIO 
ADS  AND  SPONSORS 

Government  Announces  Exclusion  of 
Direct  Advertising  for  10  Years — 

Broadcasting  Sustained  by  Tax 
on  Receiving  Sets 

A  British  government  announce¬ 
ment  in  London.  England,  June  29, 
forbids  direct  advertising  and  spon¬ 
sored  programs  in  British  radio  for  at 
least  ten  years  more. 

Postmaster  General  G.  C.  Tryon,  in 
an  official  memorandum  that  accepted 
most  of  the  recent  recommendations 
by  Viscotmt  Ullswater’s  committee  of 
inquiry,  declared,  “The  complete  ex¬ 
clusion  of  advertising  from  British 
Broadcasting  programs  is  widely  ap¬ 
proved.” 

Hie  committee  had  suggested  that 
sponsored  programs  might  pay  for  ex¬ 
perimental  television  programs,  but 
even  this  was  ruled  out  by  the  gov¬ 
ernment  with  the  statement  that 
“there  is  no  good  ground  for  making 
any  exception.”  The  government 
agreed  to  take  all  steps  within  its 
power  to  prevent  the  broadcasting  by 
foreign  stations  of  advertising  pro¬ 
grams  intended  for  British  listeners. 

Broadcasting  in  Britain  is  made 
possible  by  a  license  costing  10 


(Special  to  Koitor  &  ri  ui.isiii-.Kl 

Chicago,  June  29  —  Completion  of 
negotiations  by  which  the  Don  Lee 
Network  in  California  and  stations 
KFEL  -  KVOD, 
operating  on  a 
single  channel  in 
Denver,  will  be- 
c  o  m  e  members 
of  the  Mutual 
Broa  d  c  a  s  t  i  n  g 
System  before 
the  end  of  this 
year,  was  an¬ 
nounced  here 
today  by  W.  E. 
Macfarlane, 
president  of 
MBS  and  busi¬ 
ness  manager  of 


\V.  E,  Macfarlane 


years  ago,”  for  advertising  had  “come,  shillings  paid  annually  by  every 

_ _  1-  f  J-  _ 


squarely  down  to  the  realization  that 
a  vital  part  of  any  purchase  is  the 
price,  the  salient  facts  about  terms 
and  the  substantial  merits  of  the 
article.” 

“And  what  a  long  way  retail  ad¬ 
vertising  has  traveled!”  he  said. 
“Store  owners  now  realize  what  the 
merchants  of  twenty-five  years  ago 
realized — that  advertising  must  be 
designed  each  day  to  ‘buy’  a  day’s 
business. 

“They  know  that  department  stores 
exist  in  a  commmunity  because  of 
their  ability  to  serve  the  needs  imder 
one  ro<ff  of  hundreds  of  thousands  of 
people;  they  realize  that  all  control¬ 
lers’  theories  to  the  contrary  not¬ 
withstanding  representation  of  a 
complete  store  in  a  page  of  advertis¬ 
ing  is  sound. 

“They  have  learned  that  singling 
out  a  few  items  to  be  advertised 
makes  a  pleasing  advertising  per¬ 
centage  figure  for  those  promotions 
alone — but  leads  ultimately  to  an  im¬ 
balanced  promotional  program  made 
to  check  against  the  advertising  re¬ 
sponse.” 

HAS  CELOTEX  ACCOUNT 

Celotex  Corporation,  Chicago,  has 
appointed  Hays  MacFarland  &  Com¬ 
pany,  Chicago  advertising  agency,  to 
direct  its  entire  account.  The  agency 
previously  has  handled  the  merchan¬ 
dising  activities  of  the  company. 


the  Chicago  Tribune. 

Adding  of  the  four  California  sta¬ 
tions  in  the  Don  Lee  group,  together 
with  the  Rocky  Mountain  region  out¬ 
let  at  Denver,  places  the  Mutual  sys¬ 
tem  on  a  coast-to-coast  basis.  It  is 
also  understood  that  negotiations  are 
under  way  to  add  “several  other  sta¬ 
tions,”  including  WSM,  Nashville. 
Mutual  was  organized  less  than  two 
years  ago,  with  WGN,  Tribune  sta¬ 
tion,  WLW — Cincinnati,  and  WOR — 
Newark,  as  charter  members. 

Stations  in  the  Don  Lee  group  join¬ 
ing  Mutual  are;  WHJ — Los  Angeles, 
which  operates  at  5,000  watts  daytime, 
1,000  at  night  on  the  900  kc.  band; 
KFRC — San  Francisco,  same  power 
at  610  kc.;  KGB — San  Diego,  1,000' 
watts,  1,330  kc.;  and  KDB-— Santa 
Barbara,  1,500  kc.  The  Denver  sta¬ 
tions  are  on  the  920  channel. 

Announcement  has  been  previously 
made  that  five  radio  stations  of  the 
McClatchy  Newspapers,  California 
chain,  will  become  affiliated  with  Na¬ 
tional  Broadcasting  Company  early 
next  year.  The  McClatchy  stations, 
through  the  Don  Lee  network,  are 
affiliated  with  Columbia  Broadcasting 
System  at  present.  These  stations  in¬ 
clude  KFBK,  Sacramento  Bee  outlet; 
KMJ — Fresno;  KOH — Reno;  KWG — 
Stockton  and  KERN — Bakersfield. 

Columbia  has  completed  negotia¬ 
tions  with  KNX — Los  Angeles  and 
KSFO — San  Francisco  effective  Jan. 
1, 1936.  It  is  also  understood  that  CBS 
is  negotiating  for  several  other  inde¬ 
pendent  Pacific  coast  outlets. 

Commenting  upon  the  swift  rise  of 
the  Mutual  system  as  a  transconti- 
From  Treasury  Chief  nental  chain,  Mr.  Macfarlane  pointed 
*  out  to  fbiTOR  &  Publisher  that  WGN, 


owner  of  a  radio  receiving  set.  The 
number  of  receiving  sets  licensed  in 
1927  was  more  than  two  million,  but 
by  June  30  of  last  year  it  had  grown 
to  7,077,095. 


Writers  Get  Raspberry^ 


(Special  to  Editor  &  Publisher) 

Washington,  D.  C.,  July  30 — Re¬ 
porters  assigned  to  cover  the  Treasury 
Department  were  given  the  raspberry 
by  Secretary  Henry  G.  Morgenthau, 
Jr.,  when  they  called  for  the  weekly 
press  conference  today. 

One  week  ago,  the  newshawks 
pinned  Landon  sunflowers  on  their 
lapels  before  they  walked  into  Mr. 
Morgenthau’s  office,  and  this  week  the 
fiscal  chief  had  his  inning.  Pinning 
a  raspberry  on  each  writer’s  coat. 
Morgenthau  good-naturedly  explained 
that  the  berries  are  grown  on  his  farm 
in  Dutchess  County,  which  adjoins 
that  of  President  Roosevelt,  and  he 
added;  “These  come  from  a  county 
that  elects  and  re-elects  Presidents.” 

O’CONNELL  JR.  JOINS  LAFAVE 

James  A.' O’Connell,  Jr.,  who  for  the 
past  12  years  has  travelled  for  the 
Bell  Syndicate,  has  joined  Arthur  J. 
Lafave,  newspaper  features,  Cleve¬ 
land.  Mr.  O’Connell  is  to  be  married 
July  18  to  Miss  Elsie  Sont  of  Walling¬ 
ford,  Conn. 


having  had  experience  with  both 
NBC  and  CBS,  decided  it  was  more 
advantageous  to  the  station  to  be  af¬ 
filiated  with  a  network  that  permits 
the  station  to  run  its  own  property, 
maintaining  local  independence,  yet 
co-operating  with  other  stations  in 
order  to  get  desirable  chain  programs. 
The  Mutual  system  was  formed  vrith 
the  view  of  covering  major  popula¬ 
tion  centers.” 

In  addition  to  WGN  WLW,  and 
WOR,  the  Mutual  network  includes 
CKLW,  Detroit  Windsor.  Mutual  pro¬ 
grams  m’e  also  released  through  sta¬ 
tions  in  Boston,  Philadelphia,  Balti¬ 
more,  Cleveland,  Pittsburgh  and  Buf¬ 
falo. 


CLARK  JOINS  WILL  HAYS 

Kenneth  Clark,  former  chief  of  the 
Washington  bureau  of  the  Universal 
News  Service,  has  been  appointed  by 
Will  H.  Hays  to  supervise  news  rela¬ 
tions  in  New  York  for  Motion  Picture 
Producers  and  Distributors  of  Amer- 
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MORE  LEISURE,  MORE  RETAIL  SALES 

I  National  Retail  Dry  Goods  Association  Hears  from  Filene  Executive  That  Social  Security 

Opens  Up  New  Era  of  Buyings — Many  on  Program 


(Special  to  Editor  &  I’i'SMSiikr) 

OSTON,  July  1 — Prediction  that 
the  new  social  era  typified  by  so- 
aal  security  legislation  will  bring  new 
opportunities  for  retailers  was  voiced 
here  before  the  Sales  Promotion  Di¬ 
vision  of  the  National  Retail  Dry 
I  Goods  Association  by  Louis  E.  Kir- 
stein,  vice-president  in  charge  of  mer¬ 
chandise  and  publicity,  William  Fi- 
lene’s  Sons  Company,  Boston.  Mr. 
Kirstein  was  the  luncheon  speaker  of 
the  Sales  Promotion  Division,  which 
met  in  connection  with  the  Advertis¬ 
ing  Federation  of  America’s  conven- 
tum. 

“Both  because  of  government  action 
and  policies  of  management,”  said 
Mr.  Kirstein,  “our  newly  developing 
social  era  with  its  increased  incomes 
and  more  leisure,  will  create  for  us  a 
great  mass  of  consumers,  released 
from  constant  fear  of  insecurity,  with 
enlarged  pimchasing  power,  and  there- 
f«e  with  enlarged  wants  and  de¬ 
mands.  What  sort  of  consumers  will 
they  be  and  what  should  we  keep  in 
mind  as  their  characteristics  in  our 
job  of  sales  promotion? 

“It  seems  to  me  in  the  first  place 
that  they  will  want  many  things 
which  they  have  so  far  denied  them¬ 
selves.  They  will  want  to  live  in 
better  homes  and  make  these  homes 
more  attractive  with  new  furnishings 
and  decorations.  They  will  want  to 
lighten  the  burdens  of  wives  and 
daughters  with  labor-saving  equip- 
j  ment  such  as  washing  machines, 

I  mangles,  electric  irons,  vacuum  cle.m- 
ers  and  the  many  other  devices  for 
doing  the  work  which  our  mothers 
had  to  do  with  such  fatigue  and  ex¬ 
haustion  a  generation  ago. 

“In  the  second  place,  these  new  cus¬ 
tomers,  as  has  always  been  true  of 
the  humcui  race,  will  be  fashion  and 
style  conscious;  and,  all  the  more  be¬ 
cause  they  will  be  metropolitan- 
minded.  TTiey  may  not  live  in  the 
heart  of  the  city.  In  fact,  they  will 
probably  live  in  a  suburb,  but  they 
will  be  part  of  the  cultural  center 
which  makes  up  the  metropolitan 
area. 

“Being  part  of  a  metropolitan  civili- 
ation  wives  and  daughters  and  sisters 
will  be  fashion  and  style  conscious. 
And,  indeed  even  those  who  will  con¬ 
tinue  to  live  in  riu:al  areas  will  have 
the  latest  style  and  fashion  brought  to 
them  by  the  movie,  women’s  page,  and 
radio,  and  soon  television!  The  phe¬ 
nomenon  of  fashion  and  obsolescence 
which  has  been  going  on  at  so  rapid 
!  a  rate  during  the  present  century  will 
no  doubt  increase. 

“In  the  third  place,  the  increasing 
leisure  which  the  shorter  work  week 
has  already  made  an  accepted  fact 
in  our  coxmtry  will  offer  a  golden 
opportunity  to  exploit  not  only  the 
use  of  automobiles  and  travel  but  also 
the  wider  practice  of  sports  by  all 
classes  of  our  nation.  Witness  the  re- 

i  markable  spread  of  skiing  during  the 
past  winter.  Here  is  a  field  which 
merchandisers  have  hardly  begun  to 
t^. 

“In  the  fourth  place,  I  also  see  a 
much  larger  use  of  installment  credit 
lor  this  large  group  of  new  consumers. 

“In  the  fifth  place,  our  new  con¬ 
sumers  will  live  in  a  technological  age 
with  new  inventions  pmuring  forth  at 
a  steady  and  even  ever-increasing 
cate.  All  over  the  country  scientists 
are  working  away  in  laboratories  to 
apply  electricity,  sound,  chemistry  to 
the  creation  of  new  conunodities.  It 
k  the  job  of  retailing  to  keep  abreast. 


not  only  of  what  the  consumer  thinks 
he,  or  more  particularly  she,  wants 
today  but  also  of  what  technical  de¬ 
velopments  are  going  to  make  the  con¬ 
sumer  want  tomorrow. 

“Radio  is  another  development 
which,  as  I  have  already  indicated, 
may  have  a  marked  effect  upon  con¬ 
sumption  habits.  And  yet  we  retailers 
have  not  thus  far  really  found  out  how 
to  use  it.  And  while  we  are  still  im¬ 
perfectly  adjusting  ourselves  to  radio 


as  a  medium  of  communication  and 
entertainment,  television  is  almost 
upon  the  scene.  How  is  that  going 
to  affect  our  business  of  retailing? 

“Finally,  I  believe  that  the  con¬ 
sumer  of  tomorrow  will  be  much  more 
literate  than  the  consumer  of  yester¬ 
day.  With  all  the  agitation  and  propa¬ 
ganda,  and,  at  times,  education  both 
by  public  and  private  organizations  in 
quality  and  quantity  of  consumers’ 
goods,  it  seems  clear  that  we  must 
face  a  group  of  customers  who  will  be 
much  more  challenging  in  their  pvu:- 
chases  than  they  have  been  in  the 
past. 

“Advertising  will  have  to  be  much 
more  straightforward  and  informative 
than  it  has  so  far  been. 

“A  great  opportunity  awaits  us  as 
distributors  in  this  new  social  era, 
with  millions  of  consiuners  emerging 
for  us  to  serve.  Sales  promotion  in 
these  days  will  not  be  a  matter  of 
tricks  and  gadgets,  and  sales  with 
three-ring  circuses.  Sales  promotion 
will  be  rather  the  performance  of  an 
honest  service  by  honorable  mer¬ 
chants  at  an  honest  price  to  meet  the 
unfulfilled  needs  aind  wants  of  a  na¬ 
tion  of  consumers  who,  achieving  in¬ 
creasing  security  and  status,  will 
reach  out  for  that  abundant  life 
which  our  American  civilization  for¬ 
tunately  makes  possible.” 

B.  Lewis  Posen,  publicity  director 
of  Hochschild  Kohn  &  Company,  Bal¬ 
timore,  speaking  in  a  symposium  on 
getting  maximum  results  from  news¬ 
paper  advertising,  made  these  four 
suggestions: 

“1 — In  weighing  the  results  of  ad¬ 
vertising,  I  believe  it  is  high  time  to 
discard  the  theory  on  which  many  of 
us  still  work — that  direct  response 
on  volume  promotion  should  not  cost 
us  more  than  3  per  cent.  I  believe 
this  is  a  boom-era  percentage  that 
just  doesn’t  work  today.  Now,  if  we 


could  get  down  to  a  3  per  cent  cost 
we  would  either  increase  our  volume 
beyond  all  reasonable  limits,  or  wind 
up  with  an  advertising  cost  of  some¬ 
thing  under  1  per  cent — considering, 
of  course,  that  about  85  per  cent  of 
our  business  does  not  come  as  a  di¬ 
rect  result  of  advertising.  I  do  not 
think  this  can  be  achieved. 

“2 — The  selection  of  the  right  theme 
or  the  right  promotional  idea  is  every 
bit  as  important  as  the  selection  of 


the  right  item.  And  the  only  way  to 
select  the  right  theme  or  idea  with¬ 
out  a  great  deal  of  trial-and-error 
floundering  is  to  know  as  much  about 
our  customers  as  we  can. 

“3 — Let’s  remember  that  we  can’t 
have  all  the  brains  in  our  city.  We 
can’t  always  be  first  or  best.  I  don’t 
believe  we  need  to  get  excited  about 
the  fact  that  our  competitors  have 
selected  a  right  item  that  we  over¬ 
looked  or  couldn’t  get,  provided  it 
doesn’t  happen  too  often. 

“4 — Keep  your  advertising  and 
publicity  mind  open  to  the  impress 
of  new  ideas.  It  will  help  to  be  first 
with  the  right  item.  And  these  new 
ideas  are  very  often  the  ones  that 
make  people  talk  about  our  store  and 
make  the  profit  we  all  hope  to  make.” 

Oscar  R.  Straus.  Jr.,  publicity  di¬ 
rector,  Rich’s,  Inc.,  Atlanta.  Ga.,  rec¬ 
ommended  that  retail  advertising  be 
backed  up  solidly  by  intelligent  edu¬ 
cation  and  training  of  store  person¬ 
nel  so  that  each  salesperson  and  em¬ 
ployee  coming  in  contact  with  the 
shopper  would  know  what  all  depart¬ 
ments  were  featuring  in  advertising. 

Sp)eaking  of  free  publicity,  Wm.  H. 
McLeod,  sales  manager  of  Wm.  Fi- 
lene’s  Sons  Company,  asked  in  one  of 
the  NRDGA  sessions:  “I  sometimes 
wonder  if  newspaper  editors  don’t 
blush  when  they  read  their  own  pa¬ 
pers?  They  must  have  a  sense  of  hu¬ 
mor.” 

“Here  in  front  of  me  is  a  picture  of 
a  greyhound  (dog)  between  two  good 
looking  girls,  wilii  this  caption: 

“  ‘BAFETiED!  Hazzard  Laddie,  grey¬ 
hound  speedster,  had  a  difficult  time 
deciding  which  was  which  when  he 
met  up  with  Ethel  and  Evelyn  Cotter, 
twins.  Should  this  read  from  left  to 
right  or  right  to  left?  Hazzard  Lad¬ 
die  is  one  of  the  fleet  greyhounds  at¬ 
tracting  throngs  nightly  tc  Taunton 
dog  track.’ 


"Any  municipality  can  get  itself 
written  up  provided  it  provides  few 
enough  clothes  for  the  girls  it  photo¬ 
graphs.  Even  a  shipment  of  whiskey 
rates  a  good  photo  and  caption  with 
full  advertising  details,  provided  they 
can  get  somebody  prominent  or  good 
looking  to  p»ose  between  ike  whiskey 
cases — or  as  you  might  say:  ‘Coming 
through  the  rye.’ 

“Here  in  Boston  we  are  even  treated 
to  the  marvelous  sight  of  a  newspaper 
photographing  a  store’s  windows  and 
printing  the  photograph  in  its  news 
columns.  And  as  for  a  new  store  open¬ 
ing — well  that’s  just  news  of  the  first 
water.  To  my  credit  or  discredit — I 
fooled  them  once.  We  opened  a  beau¬ 
ty  shop  and  got  the  writeups  and  tore 
up  the  paid  ad.  The  shop  ran  for 
years  on  the  free  publicity, 

“Now  this  isn’t  said  in  jest.  Nor  is 
it  said  to  bait  oiu:  good  friends  the 
publishers.  We’re  all  in  the  same 
boat.  Trjdng  to  improve  publicity. 
We’re  taking  a  few  cracks  at  our¬ 
selves,  so  being  pretty  close  to  us  they 
have  to  take  a  few  rebounds.  They 
must  have  their  expense  problems,  as 
well.  If  they  want  to  start  at  some¬ 
thing  definite,  why  don’t  they  attack 
this  problem  and  make  people  pay  for 
their  advertising  when  it  is  pure  ad¬ 
vertising?  Only  they’ll  have  to  do  it 
fairly  and  play  no  favorites  whether 
it’s  a  new  automobile,  a  new  store,  or 
a  new  beauty  contest.  Newspaper 
editors  and  publishers  are  fully  com¬ 
petent  to  decide  what  is  NEWS  just 
as  we  advertising  managers  can  de¬ 
cide  on  advertising  news.” 

Color  advertising  will  gradually  be¬ 
come  a  common  medium  of  retail 
selling  through  newspapers;  and  high 
speed  facsimile  transmission  of  fash¬ 
ion  art  will  open  up  “new  vistas  for 
department  store  art  directors,”  Mor¬ 
ris  L.  Rosenblum,  art  director  of 
Abraham  &  Straus,  Brooklyn  depart¬ 
ment  store,  predicted. 

“We’ve  used  color  in  newspapers 
before,  but  the  ads  were,  at  least  for 
Abraham  and  Straus,  experimental.  I 
believe,  however,  that  with  this  rising 
curve  of  business,  with  less  hand  to 
mouth  buying  and  less  flucUiation  in 
price,  color  will  come  to  be  used  regu¬ 
larly  and  as  a  matter  of  course. 

“Only  the  other  day  David  Samoff 
said:  ‘Side  by  side  with  television 
there  is  emerging  from  the  field  of  ra¬ 
dio  experimentation,  high  speed  fac¬ 
simile  transmission.  By  means  of  this 
new  development,  written,  photo¬ 
graphic,  and  other  visual  material  can 
be  sent  by  radio  over  long  distances 
and  reproduced  at  the  receiving  end 
with  amazing  exactness.’” 

Dr.  Herman  S.  Hettinger  of  the 
Wharton  School  of  Finance  and  Com¬ 
merce,  University  of  Pennsylvania, 
appraised  radio  as  a  “live  field  foi- 
retail  advertising”  and  that  it  had 
“grown  remarkably.” 

During  the  first  four  months  of 
1936,  he  said,  retail  radio  advertising 
showed  a  gain  of  60.4  p)er  cent  over 
the  same  period  in  1934;  and  that 
compared  with  the  same  months  in 
1935  it  had  increased  3.1  per  cent. 

“It  is  not  by  accident  that  news  has 
become  one  of  the  most  popular  forms 
of  program  in  recent  years.  We  are 
always  interested  in  buying  things; 
in  new  products,  styles  and  in  offers 
at  imusual  prices.  Otherwise,  the 
shopping  news  published  in  various 
cities  would  not  have  been  so  success¬ 
ful.  Radio,  by  skillful  use,  can  be 
{Continued  on  page  38) 


Left  to  right:  l.ouis  E.  Kirstein,  vice-president.  Filene’s,  Boston,  principal  speaker 
at  the  NRIKJA  Tuesday  luncheon;  Richard  .Mitton,  president  of  Jordan  Marsh 
coiiipanv,  Boston;  David  E.  Moeser,  president.  NRDGA,  presiding  officer  at 
luncheon;  and  Frank  Black,  director,  Filene’s,  and  treasurer  of  the  Adver¬ 
tising  Federation  of  America. 
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RCA  TELEVISION  ON 
THE  AIR  JUNE  28 

Experimentation  Under  Actual  Oper¬ 
ating  Condition*  Begins  With  200 

Engineers  Workng  on  $1,000,- 
000  Project 

For  ten  years  a  subject  for  con¬ 
stant  research,  speculation  and  con¬ 
versation,  television  reached  the  field 
test  stage  on  Monday  when  the  Radio 
Corporatien  of  America  launched  into 
an  advanced  stage  of  its  $1,000,000  ex- 
perimestetion  with  "tfie  new  medium. 

While  it  was  an  official  opening  of 
RCA  televigian, engineers  stressed 
that  it  was  just  another  day  for  them, 
that  to  put  into  practice  a  laboratory 
subject  involves  hundreds  of  head¬ 
aches  which  must  be  worked  out  be¬ 
fore  the  contemplated  100  experimen¬ 
tal  receivers  are  distributed  in  key 
points  throughout  the  metropolitan 
area,  none  of  them  outside  a  25-mile 
radius  from  the  Empire  State  Build¬ 
ing,  atop  whose  spire  the  transmis¬ 
sion  equipment  is  located. 

Hus  stage  of  television  develop¬ 
ment  will  be  rapid,  according  to  pres¬ 
ent  forecasts,  but  there  lie  many 
rocky  shoals  ahead  before  it  becomes 
an  every-day  commercial  product. 
When  the  initial  stages  of  correcting 
interference  and  sending  simple 
images  is  over,  the  RCA  program 
committee  will  tackle  the  building  of 
sequences,  the  lighting  of  sets,  prepa¬ 
ration  of  performances,  etc. 

America  is  the  first  country  in  the 
world  where  high  definition  television 
has  been  tested.  Other  actual  trans¬ 
mission  has  been  in  the  field  of  low 
definition  television.  The  high-pow¬ 
ered  transmitter  in  the  Empire  State 
building  is  based  upon  the  inventions 
of  Dr.  Vladimir  K.  Zworykin. 

Dr.  Zworykin  calls  the  “eye”  of  the 
transmitter  an  “iconoscope.”  This 
radio  optic  is  a  large  cathode  ray  bulb 
which  is  installed  in  a  standard- look¬ 
ing  camera.  What  is  “seen”  by  the 
li^t-sensitive  retina  is  electrified  and 
broadcast  in  mu^  the  same  way  that 
the  microphone,  handles  sound. 

The  “eye”  of  the  33-tube  receiving 
instrument  is  called  a  “kinescope.”  It 
is  a  funnel-shaped  cathode  ray  on  the 
fluorescent  flat  end  of  which  an  elec¬ 
tron  beam,  or  “brush,”  paints  the 
image.  The  top  of  this  tube  protrudes 
through  the  top  of  the  receiving  set 
and  the  picture  is  reflected  in  a  mir¬ 
ror,  or  “screen,”  on  the  inside  lid  of 
the  cabinet,  which  is  opened  and 
tilted  when  in  operation,  enabling  the 
^>ectators  to  view  the  images. 

There  are  no  retail  price  tags  on 
the  television  sets.  They  are  esti¬ 
mated  to  cost  $500  or  more.  Reduc¬ 
tion  of  the  cost  and  of  the  number  of 
control  knobs  from  the  present  four¬ 
teen  are  two  of  the  main  problems  the 
engineers  hope  to  solve  as  a  result  of 
this  experiment  in  the  field. 

How  far  the  images  will  travel  is 
said  to  be  problematical.  Generally 
the  ultra-short  waves  are  quasi-opti- 
cal;  they  travel  in  the  line  of  sight 
and  are  believed  to  go  off  the  earth 
on  a  tangent  at  the  horizon.  Under 
this  theory  the  broadcasts  from  the 
Empire  State  building  might  be  ex¬ 
pected  to  reach  a  radius  of  thirty 
miles,  but  the  engineers  believe  that 
under  the  impetus  of  ten  kilowatts 
the  “show”  may  wander  below  the 
horizon. 


LEE  PAROLE  DENIED 

Maryland  Parole  Commissioner  W. 
Davis  Tilghman  has  denied  the  appli¬ 
cation  of  David  W.  Lee,  Washington 
Herald  reporter,  for  a  parole.  Lee  is 
serving  90  days  in  jail  for  contempt 
of  the  Montgomery  County  Court, 
arising  out  of  publication  of  a  verdict 
before  it  was  publicly  announced. 


SCRIPPS  YOUNGSTOWN 
DAILY  IS  SOLD 


Vindicator  Merges  Scripps-Howard 
Telegram  July  3 — Purchase  Price 
I*  Not  Revealed  in  Transfer — 
United  Press  Is  Added 


Perhaps  it  was  a  joke  about  the  campaign  .  .  .  Anyway,  Col.  Robert  R.  McCor¬ 
mick,  publisher  of  the  Chicago  Tribune  (left)  and  Gov.  Alfred  Landon  of 
Kansas,  Republican  Presidential  nominee  were  in  rare  good  humor  when  photo¬ 
graphed  at  the  Governors’  home  in  Topeka,  before  the  latter  left  for  Estes  Park. 


LINAGE  UP  AGAIN 


7.5  Per  Cent  Greater  Than  1935 — 
Highest  Since  1931 

Newspaper  linage,  at  its  seasonal 
peak  in  April,  was  the  largest  since 
1931,  and  for  the  first  five  months  of 
1936  was  7.5  per  cent  greater  than  in 
1935.  From  an  analysis  of  national 
and  retail  advertising  budgets,  which 
are  generally  based  on  a  percentage 
of  the  sales  figtire,  it  is  apparent  that 
these  increased  expenditures  are  not 
stepped-up  appropriations  intended  to 
stimulate  trade  artificially,  but  rather 
the  natural  result  of  rising  sales,  ac¬ 
cording  to  the  Standard  Statistics 
Company  of  New  York. 

Despite  these  gains,  however,  the 
figures  are  still  about  31  per  cent  be¬ 
low  the  1929  peak. 

For  the  second  half  of  the  year 
the  outlook  for  almost  all  types  of 
advertising  remains  highly  promising. 
Newspapers  in  recent  weeks  have  re¬ 
ceived  heavy  retail  and  automobile 


^^Zioncheck  Squads'*'^  In  Action  Again 
As.  Congressman  Escapes  Asylum 


promotions  to  attract  the  veteran’s 
bonus  money.  These  campaigns 
should  continue  through  July  and  a 
part  of  August,  bolstering  linage  dur¬ 
ing  these  normally  dull  periods  and 
materially  aiding  earnings. 


PERMIT  RECOMMENDED 

(Special  to  Kditor  &  Publisher') 
Washington  D.  C.,  June  29 — An  ex¬ 
aminer’s  report  of  the  Federal  Com¬ 
munications  Commission  recommends 
that  the  joint  application  of  the  Ven¬ 
tura  County  Star,  Inc.,  and  the  Mer¬ 
ced,  Calfornia,  Star  Publishing  Com¬ 
pany  for  the  permission  to  reconstruct 
and  operate  a  radio  station  be  granted. 

RAY  HUBER  IMPROVING 

Reports  from  St.  Vincent’s  Hospital, 
New  York,  where  he  underwent  an 
emergency  appendectomy  June  27,  are 
that  Ray  A.  Huber,  vice-president  and 
publisher  of  the  New  York  World- 
Telegram,  seems  to  be  steadily  im¬ 
proving  and  that  he  had  spent  a 
■fairly  comfortable  night”  Wednesday. 


(Special  to  Editor  &  Publisher) 

11  WASHINGTON,  D.  C.,  June  30.— 
»  ▼  Warned  by  previous  experi¬ 
ence,  Washington  newspapers  and 
press  services  covered  the  Sunday  es¬ 
cape  and  subsequent  capture  of  the 
erratic  Congressman  Marion  “Zipper” 
Zioncheck  “like  a  blanket.” 

Though  following  on  the  heels  of 
the  big  political  happenings  in  Phila¬ 
delphia,  the  Zioncheck  story  was  giv¬ 
en  front  page  spread  locally,  and  his 
every  move  was  covered  by  scores  of 
reporters. 

With  the  flash  late  Sunday  after¬ 
noon  from  Baltimore  that  the  Wash¬ 
ington  state  congressman  had  escaped 
from  the  Towson,  Md.,  sanitarium,  the 
reporters  were  sent  out  to  cover  all 
the  possible  spots  where  it  was 
thought  the  Representative  might  go 
into  hiding. 

The  Washington  News  and  the  Her¬ 
ald  sent  reporters  to  Zioncheck’s  of¬ 
fice  on  the  Hill;  but  in  the  case  of  the 
News  the  reporter  was  called  off  be¬ 
fore  Zioncheck  arrived,  and  the  Her¬ 
ald  man  arrived  too  late. 

A  crowd  varying  at  times  from  25 
to  30  reporters  waited  outside  the  bar¬ 
ricaded  Zioncheck  office  on  the  H:ll 


Monday  morning,  not  sure  that  the 
missing  Congressman  was  inside. 
However,  when  the  House  Sergeant 
at  Arms,  Kenneth  Romney,  took 
charge  of  the  “case,”  the  story  was 
broken  that  the  Congressman  had 
finally  been  located. 

The  Washington  Evening  Star  with 
five  reporters  assigned  to  the  story 
gave  the  greatest  individual  newspa¬ 
per  coverage.  In  addition,  the  Star 
assigned  Ben  Pearse  to  accompany 
Zioncheck  on  the  train  as  far  as  Mar- 
tmsburg,  W.  Va. 

The  United  Press  assigned  Jack 
Beal  to  accompany  the  Congressman 
on  the  train  to  Chicago,  and  if  neces¬ 
sary,  to  stay  with  him  until  he  should 
reach  Seattle. 

The  Herald  sent  a  “Zioncheck 
squad”  of  five  men  into  action  all  day 
Monday  on  the  story,  as  it  has  done 
prior  to  his  incarceration  as  a  mental 
patient  several  weeks  ago. 

The  consensus  among  those  who 
covered  the  story  was  that  if  the  Seat¬ 
tle  Congressman  was  a  mental  case 
following  his  spectacular  honeymoon, 
the  confinement  of  more  than  a 
month  has  brought  him  back  to  a 
more  stable  condition. 


The  Youngstown  (O.)  Vindicator 
on  July  2  acquired  the  circulation, 
goodwill,  physical  assets  and  real  es¬ 
tate  of  the  Youngstown  Telegram, 
and  the  latter  published  its  last  issue 
as  a  newspaper  entity  on  that  day. 
The  price  was  not  stated. 

The  newspapers  were  combined 
July  3  as  the  “Youngstown  Vindicator 
and  the  Youngstown  Telegram”  and 
distributed  to  the  circulation  lists  of 
both  organizations.  As  soon  as  neces¬ 
sary  remodelling  is  completed,  the 
newspaper  will  be  publish^  from  the 
Telegram  building,  which  was  rec¬ 
ognized  as  a  model  newspaper  plant 
when  it  was  erected  in  1931. 

The  Vindicator  adds  United  Press 
service,  hitherto  exclusive  with  the 
Telegram,  to  the  full  leased  wires  of 
the  Associated  Press  and  INS. 

Beyond  stating  that  some  of  the 
Telegram’s  staff  would  be  employed 
on  the  combined  paper,  Vindicator 
executives  on  Thursday  were  not 
prepared  to  say  what  plans  had  been 
made  for  new  personnel.  New  adver¬ 
tising  rates  will  become  effective  in 
the  retail  field  Aug.  1,  and  on  general 
accounts  on  July  2.  The  new  gen¬ 
eral  rate  is  16  cents  a  line. 

The  Vindicator  was  established  in 
1869,  the  Telegram  in  1885.  From 
1906  to  1922  the  Telegram  was  pub¬ 
lished  by  S.  G.  McClure,  now  of 
Santa  Monica,  Cal.,  and  it  was  bought 
by  the  Scripps-McRae  Newspapers 
on  Feb.  4,  1922. 

The  Vindicator  Company  is  headed 
by  John  H.  Clarke  as  president,  a 
former  justice  of  the  U.  S.  Supreme 
Court  who  has  been  associated  with 
the  company  almost  since  its  begin¬ 
ning.  He  now  resides  in  San  Diego, 
Cal.  William  F.  Maag,  Jr.,  is  editor 
and  general  manager,  William  O. 
Brown,  business  manager,  and  Arthur 
D.  Maag,  secretary-treasurer. 

The  Vindicator  is  represented  na¬ 
tionally  by  the  Kelly-Smith  Company, 
New  York. 

William  W.  Hawkins,  chairman  of 
the  Scripps  -  Howard  Newspapers, 
commented  as  follows  on  the  sale: 

“Having  convinced  ourselves  over 
the  period  of  the  last  five  years  that 
it  was  impossible  for  us  to  acquire 
the  Yoimgstown  Vindicator,  the 
Youngstown  Telegram  was  consoli¬ 
dated  today  with  the  Vindicator  in 
response  to  economic  demands.  De¬ 
creased  revenues,  following  the  de¬ 
pression,  mounting  production  costs, 
together  with  increased  taxes  made 
the  continued  operation  of  two  news¬ 
papers  in  Youngstown  journalistically 
as  well  as  economically  unsoimd. 

“Therefore  it  was  the  belief  of  the 
Telegram  that  one  paper  would  bet¬ 
ter  serve  the  public  so  far  as  news 
enterprise  is  concerned  with  a  smaller 
aggregate  cost  to  the  commimity  as 
a  whole.  Particularly  during  the  last 
two  years  we  have  indicated  our  will¬ 
ingness  to  correct  this  unhealthy  con¬ 
dition.  The  consolidated  paper  will 
be  known  as  the  Vindicator  and  Tele¬ 
gram  and  will  be  under  the  control 
and  direction  of  Will  Maag.  Hie 
steadily  increasing  tax  burden  is  in 
our  opinion  bound  to  compel  a  real¬ 
istic  view  of  situations  of  this  kind 
wherever  they  exist.” 

BICKELHAUPT  LEAVES  JOURNAL 

The  resignation  of  George  B.  Bickel- 
haupt  as  business  manager  of  the 
Minneapolis  Journal  was  announced 
by  that  paper  Jime  30.  He  was  suc¬ 
ceeded  by  George  W.  Ronald,  who  has 
been  assistant  business  manager. 
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SUMMER  BOOST 

l^gftry  Plan*  Sustained  Advertising 
Until  Fall — New  and  Used  Car 
Sales  Up  in  All  Sections 
of  the  Country 
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{Special  to  Editor  &  Publisher) 

Djiroit,  Mich.,  July  1. — There  is  no 
in  the  minds  of  the  automobile 
people  that  the  bonus  payments  have 
given  the  industry  a  great  big 
jjnmer  boost  and  the  effect  should 
^  for  some  time.  In  the  south,  the 
lies  have  shown  a  definite  gain. 
^  cars  in  the  east  show  up  better 
od  in  the  midwest  and  far  west,  the 
gles  were  helped  a  little.  Many 
^ers  claim  that  new  sales  and  con- 
acts  are  being  made  with  people  who 
ire  not  veterans,  but  who  have  been 
Idped  by  the  distribution  of  the 
bonus  payments. 

The  first  half  of  1936  will  be  the 
best  in  the  history  of  the  automotive 
industry,  with  the  single  exception  of 
129.  This  will  mean  that  newspaper 
idvertising  which  so  closely  follows 
gles,  will  be  the  best  in  seven  years. 

While  there  has  been  a  trend  in 
sane  cases  to  use  color,  it  is  believed 
dat  most  of  the  factories  in  the  fall 
fill  rely  on  the  old  standby  of  black 
and  white  to  further  the  local  dealer 
sales.  Practically  all  advertising  of 
automobiles  is  based  on  dealer  cred¬ 
its  and  when  the  money  goes  out  of 
the  local  newspapers’  black  and  white 
section  into  radio,  billboards,  theater 
programs  and  special  magazine  color 
supplements,  only  the  dealer  sales 
suffer.  Newspaper  publishers,  during 
Ihe  summer,  should  mend  their 
fences;  help  the  local  automobile 
dealers  with  their  used  car  sales;  and 
in  the  fall,  be  in  a  position  to  have 
the  dealer  insist  on  no  dissipation  of 
his  funds,  but  a  general  concentration 
in  the  local  newspaper  columns. 

The  July  newspaper  schedules  will 
taper  off  in  most  cases,  but  Chevrolet 
will  continue  to  hold  the  center  of  the 
ilage  with  steady  newspaper  adver¬ 
tising.  The  key  city  list  will  be  small¬ 
er,  but  will  have  a  complete  spread 
across  the  country  with  fewer  inser¬ 
tions.  Two  ads  in  July  will  be  the 
usual  run  on  Chevrolet  placed  by  the 
Campbell-Ewald  Agency. 

Through  MacManus,  John  &  Adams, 
Pontiac  will  release  a  small  July 
schedule  to  their  better  dealer  points. 

For  July,  Plymouth  will  have  just 
about  the  same  schedule  as  in  June — 
tiro  ads  are  being  released  by  the 
1.  Stirling  Getchell  Agency.  The  ads 
will  run  the  weeks  of  July  5  and  July 
19.  The  small  points  will  get  640 
Ibns — other  sizes  ruiming  at  1,000 
lines  and  1,440  lines. 

De  Soto  will  have  a  small  July  list 
h  their  dealer  points — 378-line  copy 
las  been  released  by  J.  Stirling 
Getchell  in  a  limited  list. 

Outside  of  the  Dodge  cooperative 
ompaign,  there  will  be  little  Dodge 
•ewspaper  copy  for  July  according  to 
be  present  outlook.  The  Ruthrauff 
1  Ryan  Agency  have  placed  cooper- 
^e  copy  in  June  and  July  in  a  large 
list  of  dealer  points. 

The  Hudson-Terraplane  July  sched- 
•le  placed  by  Brooke,  Smith  &  French, 
^  only  hit  distributor  points  so  far, 
*ith  a  limited  number  of  insertions. 
The  single  exception  has  been  a  few 
feder  points  in  California,  who  are 
'Striving  -special  advertising. 


The  Lee  Anderson  Agency  is  plac¬ 
ing  a  July  schedule  for  the  Chrysler 
Ssles  Corporation,  running  the  week 
dJuly  12,  in  about  the  same  list  as 
***  u^  in  Jime. 

The  Arthur  Kudner  Agency  will 
Phce  the  Buick  July  advertising  in 
sbout  the  same  list  that  carried  the 
lune  business. 
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UP  WAR  STAFF  MEETS  IN  NEW  YORK 


CONTINENTAL  RADIO 
MARCH  DELAYED 


Scripps-Howard  Group  Revising  Fi« 
nancial  Statement  to  Remove  Ob¬ 
scurities  Which  Led  to  Adverse 
Report  on  Applications 


Four  staff  correspondents  of  the  United  Press  who  covered  the  Ethiopian  war 
compared  notes  in  New  York  this  week.  Reading  left  to  right  they  are  Reynolds 
Packard,  H.  R.  Ekins,  E.  W.  Beattie,  Jr.,  and  Webb  Miller.  Packard  is  in 
New  York  on  a  holiday.  Ekins  is  now  night  cable  editor  in  New  York. 
Beattie  left  for  Europe  this  week  to  resume  his  pre-war  post  in  Berlin.  Miller 
is  now  on  holiday  in  the  East  after  making  a  speaking  tour  of  the  nation. 


PORTLAND  (ME.)  NEWS 
QUITS  PUBLICATION 

Paper  Achieved  Prominence  When, 
Edited  by  Dr.  Gruening,  It  De¬ 
feated  Plan  to  Export  Electric 
Power  from  State 

(By  telegraph  to  Editor  &  Publisher) 

Portland,  Me.,  July  2. — The  Portland 
Evening  News  which  issued  its  first 
edition  Oct.  3,  1927,  suspended  today 
after  local  interests  had  withdrawn 
their  purchase  offer.  It  left  the  Port¬ 
land  newspaper  field  to  the  Guy  P. 
Gannett  papers,  morning  and  evening. 
Seventy  employes  were  affected. 

John  B.  Payson  of  Falmouth  Fore¬ 
side,  defeated  Republican  candidate 
for  Congress  from  the  first  Maine 
district,  annovmced  June  29  that  he, 
Robinson  Verrill,  local  attorney,  and 
William  H.  Bruce,  former  general 
manager  of  the  News,  had  purchased 
the  paper. 

On  July  1  the  same  three  men  an¬ 
nounced  they  could  not  complete  the 
transaction. 

The  News  was  organized  by  Port¬ 
land  banking  interests  headed  by 
Philip  F.  Chapman  under  the  editor¬ 
ship  of  Dr.  Ernest  Gruening,  for¬ 
merly  with  the  Nation,  first  editor  of 
the  New  York  Post  under  J.  David 
Stem,  and  now  in  Washington  as  di¬ 
rector  of  United  States  territorial  pos¬ 
sessions.  He  left  the  News  in  1932. 

In  Mcirch,  1935,  Lee  Moss  of  James¬ 
town,  Pa.,  replaced  William  H.  Bruce 
as  general  manager.  In  February, 
1936,  he  took  over  the  paper  under 
the  name  of  the  Maine  Publishing 
Corp.  and  the  Portland  Evening  N  2ws, 
Inc.,  subsequently  filed  bankruptcy 
proceedings. 

The  News  in  1929  was  the  only 
daily  in  Maine  to  campaign  against 
repeal  of  the  Femald  law  prohibiting 
exportation  of  power  from  the  state, 
claiming  that  Samuel  and  Martin  In- 
sull  were  behind  the  move.  A  state¬ 
wide  referendum  gave  the  News  and 
anti-repealists  a  surprise  victory. 

VOLLMER  CITY  EDITOR 

Tant  Burchfiel,  city  editor  of  the 
Bristow  (Okla.)  Daily  Record,  re¬ 
signed  June  22  to  join  the  Muskogee 
(Okla.)  Times-Democrat.  Bob  Voll- 
mer,  e^tor,  Oklahoma  Daily,  Univer¬ 
sity  of  Oklahoma,  succ3eds  him. 


NEWSPRINT  PRICE  ADVANCE 

Second  Move  Made  by  Canadians 
Affects  South  American  Purchasers 

{By  telegraph  to  Editor  &  Publisher) 
Montreal,  Que.,  July  2. — Canadian 
news  print  manufacturers  have  taken 
steps  to  correct  the  price  situation  in 
overseas  markets  and,  according  to 
the  Financial  Post,  publishers  in  Cen¬ 
tral  and  South  American  countries 
are  being  notified  this  week  of  an 
advance  ranging  as  high  as  $10  a  ton, 
bringing  the  price  structure  in  line 
with  that  prevailing  in  other  markets. 

This  move  represents  the  second 
step  taken  by  Canadian  producers  to 
secure  a  higher  return  for  their  prod¬ 
uct  and  hints  at  a  possible  advance 
in  the  domestic  and  American  mar¬ 
kets  on  1937  deliveries. 

The  first  move  was  taken  not  long 
ago  in  connection  with  the  Australian 
and  New  Zealand  markets.  An  ad¬ 
vance  of  roughly  $5  a  ton  was  made 
on  1937  and  1938  deliveries,  bringing 
the  Australian  price  up  to  10  guineas 
and  the  New  Zealand  price  to  £10, 
17  shillings  and  six  pence  a  ton. 

Those  manufacturers  principally 
concerned  with  the  Central  and 
South  American  markets  are  Price 
Bros.,  Consolidated  Paper,  St.  Law¬ 
rence  Paper  and  Canadian  Interna¬ 
tional  Paper. 

UNFAVORABLE  RADIO  REPORT 


St.  Louis  Applications  Held  Un¬ 
warranted  by  Examiner 

{Special  to  Editor  &  Publisher) 

Washington,  D.  C.,  July  1 — An  ex¬ 
aminer’s  report  recommended  to  the 
Federal  Communications  Conunission 
that  it  deny  the  competing  apolica- 
tions  of  the  Star-Times  Publishing 
Company  and  the  Missouri  Broadcast¬ 
ing  Company,  both  of  St.  Louis,  Mo., 
for  permission  to  operate  the  regional 
radio  station. 

The  Missouri  Broadcasting  Com¬ 
pany,  operator  of  station  WIL,  sought 
to  change  its  frequency  and  power  as¬ 
signment  to  one  sought  by  the  daily. 

Examiner  R.  H.  Hyde  of  the  FCC, 
while  admitting  that  both  the  appli¬ 
cants  were  legally,  financially  and 
technically  qualified  to  operate  the 
proposed  stations,  declared  that  the 
granting  of  on-s  of  the  two  aoplica- 
tions  would  not  serve  the  public  in¬ 
terest,  convenience  and  necessity. 


By  a  technical  fluke.  Continental 
Radio  Company,  which  is  backed  by 
the  Scripps-Howard  organization,  had 
its  advance  into  the  radio  field  tem¬ 
porarily  halted  this  week.  Two  ad¬ 
verse  examiners’  reports  to  the  Fed¬ 
eral  Communications  Commission 
were  based  on  “inadequate  financing.’* 
Scripps-Howard  intends  to  apply 
immediately  for  re-examination  and 
the  privilege  of  submitting  a  revised 
financial  statement  to  remove  any  ob¬ 
scurities  in  the  original  statement. 

This  week’s  quirk  will  not  impede 
the  progress  of  Karl  Bickel’s  effort  to 
strengthen  the  Scripps-Howard  radio 
organization. 

W.  W.  Hawkins,  appointed  chair¬ 
man  of  the  Scripps-Howard  board 
last  week,  has  long  been  a  radio  en¬ 
thusiast  but  his  appointment  consti¬ 
tuted  no  particular  boon  to  Conti¬ 
nental  since  Roy  Howard,  long  op¬ 
posed  to  radio,  went  the  whole  way 
when  he  changed  his  mind  and  gave 
Mr.  Bickel  a  free  hand  in  develop¬ 
ment  of  the  radio  angle. 

The  examiners  recommended  this 
week  that  the  Scripps-Howard  appli¬ 
cations  to  construct  and  operate  radio 
stations  at  Toledo  and  Columbus, 
Ohio,  be  denied.  The  question  of  the 
financial  qualifications  of  applicant, 
the  Continental  Radio  Company,  to 
operate  the  stations  was  the  point 
raised  in  advising  denial  of  the  ap¬ 
plication. 

In  addition,  both  examiners  claimed 
that  granting  the  Scripps-Howard  in¬ 
terests  the  right  to  add  these  two  sta¬ 
tions  to  their  radio  chain  would  result 
in  “objectionable  interference”  to 
other  stations;  that  the  need  for  the 
two  stations  had  not  been  shown; 
and  that  it  was  not  in  “the  public 
interest,  convenience  and  necessity” 
to  grant  the  applications. 

The  Scripps-Howard  Company 
(Continental  Radio)  operates  WNOX 
at  Knoxville,  Tenn.,  and  WCPO  at 
Cincinnati,  Ohio.  James  Hanrahan 
indicated  at  a  recent  FCC  hearing 
that  it  would  be  the  policy  of  Scripps- 
Howard  to  seek  to  own  and  operate 
radio  stations  where  it  was  thought 
that  the  publisher  group  could  be  of 
“public  service.”  However,  he  pointed 
out  that  this  did  not  necessarily  con¬ 
template  operation  of  a  station  in  each 
of  the  cities  served  by  Scripps- 
Howard  newspapers. 

The  examiners’  adverse  report  does 
not  mean  that  the  applications  have 
been  denied,  for  the  broadcasting  divi¬ 
sion  has  yet  to  take  final  action  on 
the  recommendations,  which  it  can 
approve,  modify  or  reject. 

Discussing  his  reeisons  for  advising 
denial  of  the  Toledo  applications.  Ex¬ 
aminer  Seward  stated;  “It  appears 
from  the  evidence  that  the  applicant 
has  sufficient  cash  on  hand  to  erect 
the  proposed  station,  yet  has  outstand¬ 
ing  obligations  in  the  way  of  demand 
notes  which,  if  pa3mient  were  de¬ 
manded,  would  make  this  corporation 
(Continental  Radio  Co.)  insolvent. 
The  fact  that  all  the  stock  is  owned 
by  the  E.  W.  Scripps  Company  and 
that  this  applicant  is  a  subsidiary  of 
the  Scripps  Company,  does  not  chwge 
the  legal  fact  that  the  applicant  is  a 
separate  legal  entity,  and  a  presump¬ 
tion  cannot  be  indtdged  that  the 
holder  of  the  demand  papier  will  re¬ 
frain  from  demanding  payment.” 

The  E.  W.  Scripps  CompMmy  ad¬ 
vanced  $100,000  to  the  Continental 
Radio  Compiany,  for  which  was  ^iven 
the  demand  note  referred  to  by 
Seward. 


12 


Editor  &  Publisher  for  July  4,  1936 


ESTES  PARK  BECOMES  PHILADELPHIA’S  BIG  BOOM 


BIG  NEWS  CENTER 


Ten  Reporter*  and  Five  Cameramen 
Covering  Gov.  Landon’*  Vaca¬ 
tion  —  Portable  Picture 
Machine*  in  U*e 


(.By  telegraph  to  Eoiroa  &  Publisher) 

Estes  Park,  Colo.,  July  1. — McGraw 
Ranch  has  become  an  important  news 
center  since  the  Republican  Presi¬ 
dential  nominee,  Governor  Alfred  M. 
Landon  of  Kansas,  arrived  here  for 
a  short  vacation  before  the  coming 
campaign.  E.  Ross  Bartley,  formerly 
of  the  United  I*ress  and  the  Asso¬ 
ciated  Press,  one  of  Mr.  Landon’s  press 
relations  experts,  ten  news  writers 
and  five  cameramen  accompanied  the 
Karums  govemor  on  his  trip  here. 

All  tlw  news  and  picture  services 
are  represented  here  and  two  portable 
picture  transmitters  are  in  service. 

Bartley,  one  of  Landon’s  contact 
m«i  for  newspaper  correspondents, 
was  director  of  promotion  for  the 
Century  of  Progress  Exposition  in 
Chicago,  1931.  His  newspaper  career 
began  in  Brookston,  Ind.,  on  the  Re¬ 
porter  during  his  high  school  days. 
After  attending  the  Indiana  University 
School  of  Journalism  he  worked  on 
the  Bloomington  (Ind.)  Journal. 

Gov.  Landon’s  other  contact  man  in 
charge  of  correspondence  is  Willard 
Mayberry,  who  has  acted  as  the  gov¬ 
ernor’s  secretary  for  three  years,  and 
IS  at  present  covering  the  Topeka 
angles  for  the  Presidential  nominee. 
Mayberry  publishes  weekly  papers  at 
Liberal  and  Elkhart,  Kan.,  and  is 
known  to  every  newspaper  publisher 
in  the  state. 

The  Associated  Press  is  covering 
Govemor  Landon’s  vacation  with  a 
portable  Wirephoto  trcinsmitter  which 
was  flown  here  from  New  York. 
Harold  Carlson,  AP  technician  from 
the  New  York  staff,  and  Clarence  L. 
Hamm,  Kansas  City  photographer, 
comprise  the  Elstes  Park  staff.  The 
portable,  which  the  AP  claims  was 
assembl^  in  New  York  and  put  into 
operation  without  preliminary  test¬ 
ing,  is  set  up  in  a  hotel  room,  and 
pictures  are  dispatched  over  a  tele¬ 
phone  call  circuit. 

The  Associated  Press  news  cover¬ 
age  is  being  handled  by  Hugh  Wag- 
non,  of  the  Kansas  City  staff,  and 
Ruth  Cowan,  of  the  Chicago  bureau. 
Wagnon  was  assigned  to  Landon  at 
Topeka  last  January.  He  will  return 
to  Kansas  with  the  Govemor  but  Miss 
Cowan  will  stay  on  here. 

Harlow  M.  Church,  sta<f  photog¬ 
rapher,  from  the  NEA-Acme  Chicago 
office,  arrived  with  the  Governor’s 
party  to  cover  the  picture  angles  for 
that  organization.  He  has  been  with 
Landon  since  before  his  nomination. 
Involved  courier  systems  are  necessary 
to  get  pictures  out  of  the  moimtains 
to  Denver  and  Cheyenne  where  they 
are  sent  by  air  mail. 

Wide  World  Photos  is  represented 
by  Louis  Phillips,  manager  of  the  St. 
Louis  bureau,  who  takes  and  de¬ 
velops  pictures  and  transmits  them 
over  a  telephoto  system  to  New  York 
and  other  points  over  a  portable  send¬ 
ing  machine. 

International  News  Photos’  assign¬ 
ments  are  being  handled  by  Arthur 
Sasse.  International  News  ^rvice  is 
r^resented  by  Robert  Humphrey. 
Universal  Service  is  covered  by  Ar¬ 
thur  Hachten  of  its  Washington  staff. 
Both  Hatchen  and  Humphrey  were 
assigned  to  cover  Landon  following 
his  nomination  at  Cleveland. 

The  United  Press  has  assigned  two 
staff  men  to  Estes  Park.  Lewis  Larkin, 
Tc^ka  bureau  manager,  and  Paul  T. 
Smith,  of  the  Chicago  staff,  file  over 
M  special  wire  direct  to  the  Denver 
bureau. 


Bonu*  and  Convention  Bring  Cheer 
Instead  of  Slump 

(Special  to  Editor  &  1’ublisiier) 

Philadelphia,  July  2. — Advertising 
touched  new  heights  for  the  post-de¬ 
pression  period  in  Philadelphia  dur¬ 
ing  June  under  the  trade  stimulus  of 
a  double-barrelled  spending  spree  by 
the  ex-soldiers  who  received  bonus 
payments  and  the  100,000  Democratic 
National  Convention  visitors  who  ex¬ 
pended  an  estimated  $10,000,000  in 
one  week. 

These  events  roused  advertisers 
from  their  customary  “summer  slump” 
and  sensational  gains  were  recorded, 
so  the  newspapers  trod  a  path  of 
roses  during  the  month  instead  of  the 
one  of  thorns  experienced  in  1935. 
They  received  in  advertising  revenue 
approximately  a  quarter  million  dol¬ 
lars  more  than  in  June,  1935. 

Contrasted  with  the  previous  June’s 
loss  of  517,976  lines  for  daily  papers 
was  a  combined  gain  of  512,449  for 
four  six-day  papers  and  an  8,399 
loss  for  the  fifth,  making  a  net  daily 
gain  of  504,050  lines. 

In  the  Sunday  field,  however,  there 
is  a  35,635  loss  compared  with  a  gain 
of  118,561  lines  for  June,  1935,  over 
the  same  month  of  1934.  The  Sunday 
loss  was  offset,  however,  by  the  daily 
gains  of  the  Record  and  Inquirer.  A 
total  gain  of  233,159  lines  was  chalked 
up  by  the  Record  and  the  Inquirer 
had  an  increase  of  112,787  lines.  Other 
gains  were  121,900  for  the  Ledger  and 
108,968  for  the  Bulletin. 


ECHO  OF  LIGGETT  CASE 


850  REGISTER  FOR  NAB= 
CONVENTION 


Probable  Creation  of  “Radio  ABC” 
Slated  for  Meeting  at  Steven* 
Hotel  in  Chicago  July  6  to  8 
— Syke*  to  Speak 


(Special  to  Editor  &  Publisher) 

Chicago,  June  30 — Of  special  inter¬ 
est  to  advertisers  will  be  discussion 
and  probable  creation  of  a  cooper¬ 
ative  radio  research  bureau,  similar  r 
to  the  Audit  Bureau  of  Circulations 
in  the  publication  field,  which  is 
slated  for  consideration  at  the  14th 
annual  convention  of  the  National 
Association  of  Broadcasters  to  be  held 
here  at  the  Sevens  Hotel,  July  6  to 
8,  inclusive. 

With  an  advance  registration  of 
more  than  850  delegates,  the  meeting 
is  expected  to  break  all  previous  at¬ 
tendance  records,  according  to  James 
W.  Baldwin,  managing  director,  al¬ 
though  no  particular  pressing  internal 
controversies  are  anticipated. 

The  proposed  research  bureau  will 
furnish  authentic  station  coverage 
date  and  audience  surveys.  Plans  for 


/Veto  York  Daily  /Veto*  reporter*,  Rosa- 
leen  Doherty  and  William  Matthias,  as 

they  are  ushered  to  a  Yonkers,  N.  Y.,  - 

patrol  wagon  after  being  arrested  for  such  a  bureau  wUl  be  presented  by  a 
wearing  shorts  in  that  city.  On  trial  committee  of  N.A3.  members,  along 
now,  the  two  are  fighting  the  injustice  with  suggestions  from  the  Associa- 
of  the  anti-shorts  law.  As  they  crossed  tion  of  National  Advertisers  and  the 
the  New  York  City-line  a  week  ago  American  Association  of  Advertising 
they  were  accompanied  by  Frances  Kil-  Agencies.  This  subject  will  come  be- 
kenny,  another  News  reporter,  who  wore  fore  the  convention  Tuesday  morning, 
slacks  and  a  halter  with  hare  back.  July  7,  when  Arthur  B.  Church,  Mid- 
She  was  not  arrested.  This  is  one  of  the  land  Broadcasting  Company,  KMBC, 
main  points  in  the  fight  to  show  the  Kansas  City,  Mo.,  makes  his  report 
“ridiculousness”  of  the  law.  Other  subjects  which  undoubtedly 


Man  Held  on  Charge  of  Imperson¬ 
ating  Officer 

(Special  to  Editor  &  Publisher) 

Minneapous,  Minn.,  July  1.  —  An 
echo  of  the  'Walter  Liggett  murder 
investigation  flared  through  the  court 
house  here  Saturday  when  a  man 
representing  himself  to  be  a  depart¬ 
ment  of  justice  agent  was  lodg^  in 
the  city  jail  on  charges  of  imperson¬ 
ating  an  officer. 

The  man,  Walter  Wendt  of  Chicago, 
assertedly  gained  possession  of  a  copy 
of  a  letter  received  by  Minneapolis 
police  from  Los  Angeles  which  pur¬ 
ported  to  name  persons  from  whom 
police  could  obtain  information  con¬ 
cerning  the  Liggett  slayers.  The  let¬ 
ter  arrived  in  December  while  Isa- 
dore  (Kid  Cann)  Blumenfeld  still 
was  being  held  on  charges  of  com¬ 
mitting  the  crime. 

The  copy  of  the  letter  was  obtained 
from  Captain  of  Detectives  James 
Mullen  who  said  the  man  called  him 
on  the  telephone  a  couple  of  times 
before  coming  to  his  office.  Suave  and 
smartly  dressed.  Wendt  appeared  Fri¬ 
day,  Mullen  said,  and  stating  that  he 
came  from  Washington,  asked  to  see 
the  letter. 

Mullen  had  a  copy  struck  off  which 
he  turned  over  to  the  “investigator,” 
who  then  left.  The  detective  captain 
then  remembered  that  Wendt  had 
shown  no  credentials  to  prove  his 
identity,  put  a  tracer  on  him  and  had 
him  arrested. 


“LOOP”  ASKING  LOWER  RENT 


will  be  discussed  include  the  Bureau 
of  Copyrights,  an  outgrowth  of  the 
Chicago  Downtown  Merchant*  U*ing  fight  between  N.A.A.  and 


Linage  to  Prove  Contention 

(Special  to  Editor  &  Publisher) 


A.S.C.A.P.,  and  plans  for  establishing 
separate  organizations  within  the  as¬ 
sociation  to  represent  clear  channel 


Chicago,  July  1— In  an  attempt  to  stations,  regional  stations  and  local 
prove  that  Chicago  s  loop  property  stations. 

is  less  valuable  as  a  shopping  center  guest  speakers  are  slated  to 

than  It  was  m  the  past,  newspaper  ad-  address  the  convention,  whose  mem- 
vertismg  Image  figures  for  loop  and  bership  includes  many  newspaper 
outlymg  department  stores  over  a  ^wned  and  operated  radio  stations, 
period  of  yeare  have  been  introduced  Eugene  Octave  Sykes,  chair- 

as  evidence  in  a  Circuit  court  case 


man,  broadcast  division  of  the  Fed- 


here  myolving  ground  rent  paid  by  eral  Communications  Commission,' 

certam  loop  stores  and  specialty  shops  Washington,  D.  C.,  will  speak  at  the 
who  sub-le^  from  tenants  holding  opening  session  Monday  morning  on 
sch^l  ^ard  proj^rty.  ‘  Developments  in  Broadcasting  in  the 

It  IS  ffie  contention  of  these  stores.  Last  Years.”  C.  H.  Sandage, 

doing  busme^  m  the  ^uare  block  ohief,  division  of  transportation  and 
bonded  by  State,  Madison,  Monr^  communications.  Bureau  of  Censu^ 
and  Deartern  st^te,  that  the  19K  phUadelphia,  will  discuss  what  the 
valuation  is  too  ^gh  and  hence  the  radio  business  census  means  to  the 
gro^d  rent,  which  is  six  per  cent  broadcasting  industry  at  the  Tuesday 
of  the  valuation,  K  excessive.  morning  session. 

As  a  part  of  the  testimony  of  the  ^n  elaborate  entertainment  pro- 
p^lamtiffs,  represented  by  Kirkland,  has  been  arranged,  including  a 


ALABAMANS  NAME  BOZEMAN 

Gaston  Bozeman,  editor  of  the  Ever¬ 
green  Courant,  was  elected  president 
of  the  Alabama  Press  Association 
while  members  were  aboard  ship  re¬ 
cently  returning  from  a  vacation  trip 
to  Cuba.  He  succeeds  F.  Webb  Stan¬ 
ley,  editor  of  the  GreenviUe  Advocate. 
Clif  L.  Walton,  editor  of  the  Cham¬ 
bers  County  News  and  Lafayette 
Sun,  was  named  vice-president  and 
R.  C.  Bryan,  of  the  Elba  Clipper, 
secretary-treasurer.  The  newspaper¬ 
men  were  received  while  in  Cuba  by 
President  Gomez.  They  were  con¬ 
ducted  on  a  tour  of  the  new  $20,000,- 
000  Cuban  capitol. 


,  j  Snyder,  WLS,  Prairie  Farmer  sta- 
court  the  relaUve  decree  of  loop  de-  ^on,  is  chairman  the  local  conven- 
partoent  store  adv^tismg  from  1911  ^on  committee.  He  is  being  assisted 
to  1935,  as  compared  with  the  sub-  by  Ralph  L.  Atlass,  H.  Leslie  Atlass, 
stantial  increase  of  ouUying  depart-  „  c.  Crowell,  Gene  T.  Dyer,  W.  K 
""It  •  f advertising.  Hutchinson,  Quin  Ryan,  F.  A.  San- 

Usmg  1911  as  a  W  ^r  of  100  j^iles  Trammel  and  Clinton  R. 

per  cent,  total  loop  department  store  white 
linage  that  year  amounted  to  9,338,- 
184  lines  as  compared  with  9,247,6CT 
lines  in  1935,  or  99  per  cent,  according 
to  Media  Records  and  National  Ad- 


ST.  LOUIS  CASE  CONTINUES 

A  motion  and  application  for  ap- 
vertising  Records,  Inc.,  figures  sub-  pointment  of  a  special  commissioner 
mitted  by  Mr.  Collins.  The  latter  firm  to  take  testimony  m  the  quo  warranto 
measured  the  linage  from  1911  to  proceedings  filed  by  the  State  of  Mis- 
1931.  Outlying  department  stores  in  souri  against  the  Globe-Democrat 
1911  used  only  226,772  lines  of  ad-  Publishing  Co.,  publisher  of  the  St. 
vertising,  in  all  papers,  while  in  1935  Louis  Globe-Democrat  in  the  “Fa- 
these  stores  bought  2,335,405  lines  of  mous  Names”  contest  litigation,  was 
newspaper  advertising,  or  an  increase  filed  June  26  by  Attorney  General! 
of  1029.8  per  cent  over  1911.  Roy  McKittrick  in  the  Missouri  Su- 

Loop  stores  measured  by  Media  preme  Court  enbanc.  Copy  of  the 
Records  for  1935  included  the  Boston  motion  and  application  were  filed  wiffi 
Store,  Carson,  Pirie  Scott  &  Co.,  Davis  counsel  of  the  Globe-Democrat  Pub- 
Company,  The  Fair,  Marshall  Field  &  lishing  Co.  In  the  proceedings,  At- 
Company,  Mandel  Brothers,  Sears,  tomey  General  McKittrick  aggails  the 
Roebuck  &  Company  and  Stevens  &  “Famous  Names”  contest  as  a  lottery 
Company.  Thirteen  department  stores  and  seeks  ouster  of  the  company 
comprise  the  outlying  group.  from  Missouri. 


Nei 
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Do  We  Feel  Complimented! 

Recent  advertisements  clearly  prove  the  modem  trend  in 
Newspaper  Presses  is  definitely  toward  ideas  originated  by 
Scott.  Some  of  these  advertisements  even  read  very  much 
like  Scott  Ads! 

However  flattering  such  adaptations  of  some  of  our  ideas  may 
be,  the  truth  is  they  demonstrate  how  far  ahead  of  competi¬ 
tion  Scott  Presses  really  are. 

Only  in  Scott  Presses  are  ALL  these  ideas  carried  out  thor¬ 
oughly,  perfected  by  years  of  actual  experience  and  intensive, 
painstaking  redesign,  over  and  over  again.  Only  by  this  slow 
but  sure  process  can  perfection  be  approached. 

Also,  many  equally  meritorious  and  important  Scott  Ideas 
are  available  only  in  Scott  Presses.  So,  if  you  like  Scott 
Designs,  why  buy  them  in  imperfect  copies?  Why  not  get 
the  perfected  ORIGINALS? 

Their  cost  is  reasonable  and  you  are  then  assured  that  these 
Scott  Ideas  wiU  be  carried  out  in  what  long  experience  has 
taught  us  to  be  the  most  effective  manner. 


SCOTT  ‘‘EXTRA-HI-SPEED”  PRESSES 

^^Fastest  in  the  World — Bar  None’’ 

The  result  of  the  longest  experience  in  Unit  Presses. 


Walter  &  Co. 

New  York  Main  Office  and  Factory  Chicago 

230  West  41st  Street  Plainfield,  New  Jersey,  IJ.  S.  A.  1330  Monadnock  Block 
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SALUTE  TO  MODERN  NEWSPAPER  SETS 
LINOTYPE  ANNIVERSARY  KEYNOTE 

National  Broadcast  Opens  Week  Celebrating  Fiftieth  Anni> 
versary  of  Mergenthaler  Invention — Script  Summarizes 
Newspaper  Development  During  50  Years 

under  high  sjjeed 


AS  THE  keynote  of  celebrations  this 
week  marking  the  fiftieth  an¬ 
niversary  of  the  invention  of  the 
Linotype,  “Liv¬ 
ing  headlines” 
paid  glowing 
tribute  to  the 
service  given 
daily  to  the 
public  by  Amer¬ 
ican  newspapers 
in  a  radio  ac¬ 
colade  Monday, 
June  29,  spon¬ 
sored  by  the 
Merge  n  t  h  a  1  e  r 
Linotype  Com¬ 
pany  and  the 
National  Broad- 


Chas.  a.  Wbicht 


casting  Company. 

Charles  A.  Wright,  of  Ardmore,  Pa., 
former  newspaperman  who  is  now 
instructor  of  journalism  at  Temple 
University  and  director  of  its  under¬ 
graduate  publications,  was  the  author 
of  the  tribute,  entitled  “Salute  to  the 
Modem  Newspaper.” 

Wright,  whose  script  dramatizing 
the  Fourth  Estate’s  contribution  to 
the  nation’s  progress  won  the  $500 
prize  sought  by  many  newspapermen 
ill  the  contest  sponsored  recently  by 
the  Mergenthaler  Company,  was  an 
honored  guest  at  the  broadcast,  heard 
from  8  to  8:30  P.  M.  over  the  NBC- 
Blue  network.  Presentation  of  the 
award  took  place  immediately  after 
the  program  was  concluded. 

The  NBC  contributed  the  time  for 
the  broadcast  without  charge  as  its 
part  in  the  salute  to  the  industry. 

Mr.  Wright’s  script  was  chosen  by 
a  group  of  judges  consisting  of  Mar- 
len  E.  Pew,  of  Editor  &  Publisher; 
William  S.  Rainey  head  of  the  pro¬ 
duction  department  of  NBC,  and  Jack 
T.  Nelson,  radio  director  for  Kenyon 
&  Eckhardt,  Inc. 

It  depicted  in  graphic  fashion  the 
silent,  everyday  tributes  paid  by  men 
and  women  as  they  buy  their  news¬ 
papers  to  keep  in  touch  with  events. 
It  placed  special  emphasis  on  the 
growth  of  the  newspaper  since  the 
invention  of  the  Linotype  in  1886, 
after  years  of  heartbreaking  experi¬ 
mentation,  and  touched  upon  the  in¬ 
ventions  and  events  antecedent  to 
Mergenthaler’s  machine,  including  the 
invention  of  movable  type  by  Guten¬ 
berg. 

The  latter  episode  included  the 
dramatization  of  the  scene  in  the  New 
York  Tribune  on  July  3,  1886,  when 
Whitelaw  Reid,  the  publisher,  dubbed 
the  astounding  contraption  “Lino¬ 
type”  during  its  first  demonstration 
in  a  newspaper  office. 

The  tribute  continued: 

“In  the  same  year  that  Mergen¬ 
thaler  demonstrated  his  first  blower 
machine  a  Riiladelphia  inventor, 
Frederic  Ives,  who  is  still  living,  gave 
the  world  its  first  practical  method  for 
making  half-tone  plates,  with  which 
photographs  are  now  reproduced. 

“By  the  time  of  the  turn  of  the  cen- 
tiuy,  when  the  bicycle  craze  was  at 
its  height,  the  success  of  the  Linotype 
had  created  both  new  opportunities 
and  new  problems  for  newspaper  and 
publishers. 

“Newspapers  became  more  inter¬ 
esting,  attracted  more  readers.  Adver¬ 
tising  began  to  contribute  to  news¬ 
papers’  income.  Larger  newspapers 
and  greater  circulations  demanded 
faster  presses;  these  made  necessary 
new  kinds  of  ink,  new  kinds  of  paper, 
even  new  kinds  of  type  whidi  would 


i-eproduce  better 
conditions. 

“The  Modem  Newspaper,  bearing 
only  a  slight  resemblance  to  that  pre¬ 
ceding  Mergenthaler’s  time,  was  an 
accomplished  fact.” 

Touching  on  the  events  that  fol¬ 
lowed,  including  the  invention  of  the 
wireless,  improvement  of  telephone, 
telegraph  and  cable,  which  increased 
the  opportunities  to  gather  quickly 
the  world’s  news,  the  announcer  ex¬ 
claimed: 

“It  is  appalling  when  you  stop  to 
think  of  all  the  news  which  the  mod¬ 
em  newspapers  of  America  have  re¬ 
ported  in  the  50  years  since  the  Lino¬ 
type  was  first  put  into  practical  opera¬ 
tion.  Millions  and  millions  and  mil¬ 
lions  of  lines  of  type  have  come  out 
of  the  Linotype  machines  and  rushed 
tc  the  speeding  presses  to  bring  news 
to  a  waiting  public.  Just  think  of  that 
50  years  of  news!” 

Following  a  newsboy’s  cries,  taking 
listeners  from  Harrison’s  election  and 
the  Johnstown  flood  to  the  recent 
nominations  of  Landon  and  Roose¬ 
velt,  which  gave  many  memorable 
headlines  of  five  decades,  the  an¬ 
nouncer  continued: 

“But  bringing  you  the  news  is  not 
all  the  modern  newspaper  does  for 
you.  Your  newspaper  is  a  business 
enterprise,  and  yet  daily  it  performs 
thousands  of  humanitarian  acts, 
which  proves  its  public  spirit.” 

Growth  of  newspaper  circulation 
from  4,000,000  in  1886  to  40,000,000  at 
present  was  cited.  It  also  was  pointed 
out  that  today  there  are  almost  2000 
daily  newspapers,  500  Sunday  news¬ 
papers  and  about  10,000  weeklies. 

“Through  the  years,  newspapermen 
have  been  noted  for  their  devotion 
to  duty,”  the  tribute  concluded. 
“Thousands  of  writers  are  at  work 
every  day  doing  valiant  work  to  serve 
you,  to  bring  you  the  news  whether 
the  vent  be  as  startling  as  a  flood  or 
as  packed  with  human  interest  as  the 
arrival  of  five  little  blessed  events  at 
once — yoxu:  modem  newspaper  is  pre¬ 
pared  to  give  you  the  news  and  pic¬ 
tures  in  short  time.” 

Wright  in  an  interview  before  he 
left  for  New  York  to  attend  the  pre¬ 
sentation  ceremony  with  Mrs.  Wright, 
related  how  he  wrote  the  prize-win¬ 
ning  script  in, one  day.  He  also  paid 
tribute  to  Editor  &  Publisher  for  the 
material  it  supplied  him  over  the 
years.  He  keeps  an  elaborate  file  of 
clippings  from  Editor  &  Publisher. 


E.  M.  ALEXANDER  NAMED 

To  Become  Advertising  Director  of 
N.  Y.  Journal — Succeeds  Robinson 

E.  M.  Alexander,  who  has  been  as¬ 
sociated  with  the  Hearst  newspapers 
for  more  than  ten  years,  has  been 
named  advertis¬ 
ing  director  of 
the  New  York 
Evening  Journal 
to  succeed  Wil¬ 
liam  E.  Robin¬ 
son,  who  has 
held  the  position 
for  three  years. 
M  r .  Robinson’s 
resignation  is  ef¬ 
fective  Aug.  1. 

Mr.  Alexander 
has  held  many 
advertising  posi¬ 
tions  since  his 
start  with  Cosmopolitan  magazine  as 
representative.  He  was  advertising 
manager  of  Harper’s  Bazaar. 

He  has  been  advertising  manager 
of  the  New  York  Tribune  and  the 
New  York  Herald,  and  advertising 
director  of  the  New  York  Sun.  He 
was  also  vice-president  of  Radio 
Guide,  president  of  the  Evening 
Graphic,  publisher  of  the  New  York 
Daily  Mirror,  vice-president  of  the 
New  York  World,  and  vice-president 
of  the  New  York  American  and  the 
Evening  Journal. 

Mr.  Robinson’s  plans  for  the  future 
are  indefinite. 


The  Sun  is  a  sure 
advertising  ap¬ 
proach  to  the  New 
Yorkers  who  are 
constantly  planning 
the  purchases  that 
will  make  possible 
a  more  complete 
round  of  activities 
and  a  broader  scale 
of  living. 


BANS  LIQUOR  ADVERTISING 

On  a  vote  of  21  to  10,  the  Louisiana 
Senate  on  June  26  passed  the  bill  by 
Senator  Richard  A.  Wingrave,  New 
Orleans,  to  ban  liquor  advertising  in 
Louisiana.  Opponents  questioned  its 
constitutionality,  but  suggested  that 
“the  Supreme  Court  pass  on  it" 
Senator  Wingrave  said  the  purpose 
of  the  bill  was  to  “keep  our  children 
from  hearing  about  whiskey  over  the 
radio  and  reading  in  the  newspapers 
about  gin  and  liquor." 


E.  M.  Alexander 


WRIT  SEEKS  SUIT  PAYMENT 

(Special  to  Editor  &  Purlisber) 
Milwaukee,  Wis.,  July  1 — A  man¬ 
damus  action  seeking  to  compel  John 
W.  WoUer,  clerk  of  courts,  to  assess 
costs  of  against  the  city  of  Mil¬ 
waukee  in  the  case  of  four  men  ar¬ 
rested  in  a  recent  strike  demonstra¬ 
tion  at  the  Wisconsin-News,  has  been 
filed  in  Milwaukee  county  circuit  | 
court.  The  four  charged  with  dis¬ 
orderly  conduct  were  acquitted  in  dis¬ 
trict  court  June  18. 


RIDDER  RESIGNS  FROM  WPA 
Victor  F.  Ridder,  of  the  Ridder 
Brothers  newspapers,  announced 
June  29  that  his  resignation  from  the 
position  of  Works  Progress  Admin¬ 
istrator  for  New  York  City,  effective 
Aug.  1  was  in  the  hands  of  President 
Roosevelt.  His  successor  has  not 
been  announced. 


Worcester,  Massachusetts 
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"What?  Not  For  Six  Weeks? 

“NO!  NOT  FOR  SIX  WEEKS!” 

Worcester  businessman  grew  tired  of  leaky  roof.  Sunpar- 
lor  resembled  frogpond.  Called  roofer  to  install  new  roof. 
“I’ll  be  there  in  about  six  weeks,”  said  the  roofer. 

In  the  building  trades  business  is  extremely 
good  in  Worcester 

OFFICIALLY— 

Massachusetts  Department  of  Labor  and  Industries  reports 
Worcester  shows  steady  increase  in  volume  of  building  per¬ 
mits.  In  May,  Worcester  showed  one  of  the  greatest  residen¬ 
tial  building  programs  of  any  city  in  the  state,  outranking  even 
Boston. 

To  26  permits  for  residential  building  (valuation  $113,400)  Wor¬ 
cester  added  94  permits  for  additions  and  alterations,  valuation 
$45,112.  All  in  the  merry  month  of  May! 

Meanwhile  Worcester’s  general  business  index,  as  reported  by 
Worcester  Chamber  of  Commerce,  held  during  May  to  the 
April  level  of  87.2,  while  for  the  same  month  Worcester’s  in¬ 
dustrial  pasrrolls  shot  up  to  92.2,  a  gain  of  10  per  cent  over 
May,  1935. 

THIS  PROSPEROUS  MARKET— 

Concentrating  more  than  433,000  people  in  the  city  and  average 
18-mile  retail  trading  zone,  is  effectively  covered  through  the 
Telegram-Gazette  ALONE.  Average  net  paid  circulation 
more  than  100,000  daily  for  over  eight  years. 

THE  TELEGRAM-GAZEHE 

Worcester,  Massachusetts 

George  F.  Booth,  Publisher 

PAUL  BLOCK  AND  ASSOCIATES,  Motioned  ReprosonteAioom 

Mrw  York,  ChieaeR,  Detroit,  Beotrii,  PUlRdolphiR,  Brb  YtriicUoo.  Loo  AbsoIoo,  OlBoUiiotl 


E  tl  i  t  or  &  Publisher  for  July  4,  1936 


FROM  A  LETTER  WRITTEN  BY 
THE  GENERAL  MANAGER  OF 
THE  ASSOCIATED  PRESS 
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This  is  one  of  the  reasons  the  news  report  of  The  ^ssociateel  Tress 
is  the  world  standard  for  'integrity  and  reliability. 


(MATS  OF  THIS  AD  ARE  AVAILABLE  FROM  THE  A.P.  FOR  PUBLICATION  IN  ASSOCIATED  PRESS  NEWSPAPERS) 
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HOFFMAN  SEES  FREE 
PRESS  THREAT 

N.  J.  Governor  Says  Menace  Lies 
Within  the  Newspapers — Failure  of 
Few  to  Comply  to  Ethics  Cod^— 
Suggests  Internal  Control 

Governor  Harold  G.  Hoffman  of 
New  Jersey,  in  a  radio  address  over 
WOV,  New  York,  June  28,  said  that 
"there  is  no  existing  menace  to  the 
freedom  of  the  press  except  a  portion 
of  the  press  itself.”  He  suggested  the 
formation  of  a  newspaper  group  simi¬ 
lar  to  the  lawyers’  grievance  com¬ 
mittees  to  bring  wayward  publishers 
into  line  in  regard  to  the  morals  and 
ethics  of  the  newspa^r  industry. 

“If  any  form  of  gcwemmental  cen¬ 
sorship  or  regulation  comes  into  be¬ 
ing,  it  will  be  forced  into  existence 
by  the  failure  of  a  few  newspapers 
to  comply  with  the  prevailing  code  of 
ethics.  It  would  be  a  very  unfortu¬ 
nate  thing  for  all  of  us  if  such  a  con¬ 
dition  should  come  to  pass,”  Governor 
Hoffman  said. 

Governor  Hoffman,  a  former  news¬ 
paperman,  having  worked  as  corre¬ 
spondent  on  the  Perth  Amboy  (N.  J.) 
Evening  News  before  he  began  his 
political  career,  spoke  on  the  Public 
Forum  radio  hour.  He  said  that  the 
freedom  of  the  press  from  political 
censorship  is  no  longer  the  only  issue 
involved  in  the  phrase  “a  free  press.” 
He  named  several  kinds  of  “slavery” 
that  many  newspapers  are  bound  to — 
namely,  the  political  entities,  to  policies 
of  public  interest  that  make  them  feel 
that  they  should  distort  the  news,  and 
to  the  “Great  God  Circulation”  for 
which  they  sacrifice  all  truth.  This 
latter  class  Hoffman  classified  not  as 
newspapers  but  as  purveyors  of 
propaganda  and  sensation. 

Advertising  is  the  most  vital  neces¬ 
sity  we  have,  said  Hoffman.  Adver¬ 
tising  is  the  only  proven  method  of 
making  the  comforts,  the  luxuries  and 
the  necessities  of  the  modem  world 
available  for  purchase  and  use  by  the 
public.  No  newspaper  would  dream 
of  corrupting  or  misrepresenting  or 
distorting  the  copy  of  its  advertisers. 
No  newspapers  should  dream  of  treat¬ 
ing  its  news  and  editorial  columns 
with  any  less  fidelity,  he  continued. 

The  governor  suggested  that  the 
hundreds  of  daily  newspapers  which 
subscribe  to  the  finer  ethics  of  jour¬ 
nalism  should  organize  themselves 
into  a  group  similar  to  the  Judicial 
district  Bar  Association  Grievance 
Committees  to  perform  a  definite  ser¬ 
vice  for  the  readers.  The  grievance 
committees  consider  cases  where  an 
attorney  has  violated  the  confidence 
of  his  client,  and  the  newspaper  com¬ 
mittees  could  consider  cases  where 
newspapers  betray  the  confidence  of 
their  readers. 

“No  attorney  who  betrays  the  con¬ 
fidence  of  a  dient  can  do  a  fraction 
of  the  damage  to  public  welfare  that 
can  be  done  by  a  newspaper  that  be¬ 
trays  the  confidence  of  its  readers,” 
he  stud. 

Governor  Hoffman  admitted  the 
difficulty  of  obtaining  any  newspaper 
to  start  such  an  organization  because 
no  one  would  want  to  set  himself  up 
to  judge  his  fellow  men.  But  he 
stressed  that  the  question  of  corrupt 
journalism  is  one  that  should  be  left 
to  the  newspapers  themselves. 

“They  are  the  first  sufferers  from 
this  vice.  Any  newspaper  that  cre¬ 
ates  public  distrust  of  its  veracity  lays 
the  foimdation  for  public  distrust  of 
all  newspapers,”  he  concluded.  “The 
newspapers  should  protect  the  public 
confidence  in  their  profession.” 

APPOINTS  REPRESENTATIVE 

Ihe  Sacramento  (Cal.)  Union  has 
announced  appointment  of  Reynolds- 
Fitzgerald,  Inc.  as  representative. 


KNOXVILLE  JOURNAL  CHANGES 

Floyd  W.  Watson  Made  Local 
Advertising  Manager 

Six  changes,  carrying  several  pro¬ 
motions,  have  been  made  in  the  ad¬ 
vertising  department  of  the  Knox¬ 
ville  (Tenn.)  Journal. 

Floyd  W.  Watson  has  been  made 
local  advertising  manager.  J.  Luther 
Wright,  a  member  of  the  Journal’s 
circulation  department  for  the  last 
five  years,  has  joined  the  advertising 
department,  and  as  a  specialist  in 
food  advertising  will  devote  most  of 
his  time  to  that  line. 

Robert  Ellis  and  William  Bittle,  for¬ 
merly  in  the  classified  department, 
have  been  given  posts  in  advertising. 
Emory  Myers,  formerly  associated 
with  a  Knoxville  theater,  and  William 
Kitchen,  who  went  to  Knoxville  from 
Columbia,  S.  C.,  have  joined  the  clas¬ 
sified  department. 


IOWA  DAILY  BUYS  WEEKLY 

Consolidation  of  the  Carroll  (la.) 
Daily  Times  and  the  Carroll  Times, 
weekly,  has  been  announced  by  James 
R.  Rhodes,  publisher  of  the  Rhodes 
Newspapers.  The  merger  was  effec¬ 
tive  July  1.  James  W,  Wilson,  resi¬ 
dent  publisher  and  business  manager 
of  the  Daily  Herald  will  continue  in 
that  capacity  under  the  consolidation. 
F,  H.  Arts,  publisher  of  the  Times, 
became  editor  of  the  weekly. 


“SPECIAL”  PARTNERS 


C.  .\.  P.  Kuipeks  S.  P.  Mahoney 

Two  of  the  five  partners  of  Burke, 
Kuipers  &  Mahoney,  publishers'  repre¬ 
sentatives,  who  were  left  interests  in  the 
firm  by  the  late  K  M.  Burke.  Mr. 
Mahoney,  who  will  be  in  charge  of  the 
New  York  office,  has  been  with  the  firm 
13  years.  He  started  his  advertising 
career  with  the  St.'  Louis  Post-Dispatch, 
later  going  to  the  Chicago  Tribune.  Mr. 
Kuipers,  who  will  be  in  charge  of  the 
Chicago  office,  has  been  associated  with 
the  firm  for  19  years.  He  started  on  the 
Pittsburgh  Gazette-Times  and  Chronicle 
Telegram.  Other  partners  are  Charles 
Beller,  Edith  Bernstein  and  A.  W. 
Howe,  who  will  be  in  charge  of  the 
Dallas,  Tex.,  office. 


GIRLS  EDITED  SUPPLEMENT 


Daily  Tabloid  Issued  During  Meet¬ 
ing  of  Congregational  Churches 
Four  Mount  Holyoke  College  girls 
who  comprised  the  special  news  staff 
for  a  daily  tabloid  supplement  issued 
by  the  Holyoke  (Mass.)  Transcript- 
Telegram  during  the  biennial  meeting 
of  the  General  Council  of  the  Congre¬ 
gational  and  Christian  Churches  at 
Mount  Holyoke  College,  South  Hadley, 
Mass.,  June  12  to  23,  were  individually 
mentioned  together  with  Arthur  Ryan, 
business  manager  of  paper  and  Gerald 
Robichaud,  staff  photographer,  in  a 
resolution  of  appreciation  adopted  at 
the  closing  session. 

The  tabloid  supplement,  varying 
from  16  to  24  pages  per  issue,  is  be¬ 
lieved  to  have  given  the  greatest  news 
and  photographic  coverage  ever  re¬ 
ceived  by  any  religious  convention  in 
any  individu^  newspaper. 

The  cuts  u.sed  totalled  6,600  square 
inches  of  engraving,  the  equivalent  of 
1,100  single  column  cuts  two  by  three 
inches. 

Ninety-eight  two-column  portrait 
cuts  of  officers,  speakers  and  other 
leaders  at  the  meeting  were  used  dur¬ 
ing  the  convention. 

■nie  extra  engraving  amounting  to 
more  than  1,000  square  inches  some 
days  was  done  without  diminishing 
the  average  daily  engraving  of  300 
to  500  square  inches  for  the  regular 
pages  of  the  paper. 
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MR.  HOOPS  HAS  A  HARD  DAY 


By  B.  F.  SYLVESTER 


Mr.  hoops  looked  out  the  win¬ 
dow. 

Teletypes  were  pounding,  tele¬ 
phones  were  ringing,  the  short  wave 
radio  receiver  was  “calling  all  cars,” 
but  the  managing  editor  of  the  Star 
continued  to  look  out  the  window. 

Dynamite  in  that  sewer  graft  story 
.  .  .  was  the  city  hall  man  sure  of  his 
facts?  .  .  .  how  to  catch  up  with  the 
Courier  on  the  Fairweather  divorce 
story  .  .  .  would  Young  Fawcett  make 
the  grade  if  he  had  another  trial? 
Why  didn’t  Young  Elverson  call  up 
on  that  plane  accident?  .  .  . 

“Your  phone,  Mr.  Hoops.” 

“Oh,  yes,  Mrs.  Ostrander.  .  .  . 
Terribly  sorry  but  garden  pictures 
don’t  show  up  properly  in  the  paper. 
.  .  .  We  just  couldn’t  do  justice  to  a 
garden  like  yours.  We’ve  heard 
about  it  .  .  .  Certainly  am  sorry.  .  .  .” 

Mr.  Hoops  resumed  looking  out  the 
window.  Should  have  heard  from 
Elverson  an  hour  ago.  .  .  .  Why  had 
he  let  Mr.  Elverson’s  nephew  go  out 
on  that  story,  50  miles  on  a  bad  road 
and  driving  a  badly  used  automo¬ 
bile!  .  .  .  Well,  he  was  just  like  any¬ 
body  else,  wasn’t  he?  He’d  be  the 
last  to  shy  away  from  the  tough  jobs. 
.  .  .  Why  couldn’t  the  garage  keep 
the  cars  in  shape.  .  .  .  Why  didn’t  he 
call  up? 

A  group  of  school  children  went 
through  the  city  room,  the  guide 
pointing  out  the  teletypes  and  other 
pieces  of  physical  equipment.  A  lad 
of  10  or  11  years  stopped,  looked 
across  at  Mr.  Hoops  looking  out  the 
window  and  seemed  to  debate  some 
question.  Then  he  rejoined  his  fel¬ 
lows. 


Why  didn’t  Young  Elverson  call 
up?  If  anything  had  happened — 

“Your  phone,  Mr.  Hoops.” 

“Hello!  Elverson.  Are  you  all 
right?  .  .  .  worried  about  you.  .  .  . 
All  right,  let’s  have  that  story.  .  .  . 
What!  .  .  .  You’ve  lost  yoiu:  way?  .  .  . 
No,  don’t  bother.  We’re  going  to 
press.  You  might  get  a  boy  scout  to 
bring  you  back.” 

*  *  * 

OOD  EVENING,  dear.  Have 

Vj"  you  had  a  hard  day?” 

Mrs.  Hoops  had  greeted  Mr.  Hoops 
so  for  15  years. 

"Terrible.  Don’t  believe  I  can  keep 
it  up  much  longer.  Just  going  on 
nerve.  Why  didn’t  I  go  in  with  your 
brother  in  the  laundry?” 

Having  replied  substantially  as  he 
had  done  for  15  years,  Mr.  Hoops 
reclined  in  the  chair  the  boys  had 
given  him  the  day  he  became  manag¬ 
ing  editor,  and  looked  out  the  window. 

His  meditations,  whatever  they 
were,  were  broken  by  a  young  hurri¬ 
cane  which  swept  into  the  room. 

“Hi,  Dad!” 

“Hush,  Junior!”  whispered  Mrs. 
Hoops.  “Your  father  has  had  a  ter¬ 
rible  day.” 

Junior  smiled. 

“Listen,  mother,  I  checked  up  on 
that  today.  Our  class  went  through 
the  Star  building.  We  went  through 
the  editorial  rooms.  And  I  saw  dad.” 

“Wasn’t  it  exciting.  Junior?  To  see 
your  father  getting  out  the  paper! 
What  was  he  doing?” 

“Father  was  just  sitting  and  look¬ 
ing  out  the  window.” 


WOMEN’S  FRATERNITY  MEETS 


Lona  Gilbert  Elected  President  of 
Theta  Sigma  Phi 

Marguerite  Harrison,  eminent  news¬ 
paper  woman,  traveler,  lecturer  and 
agent  for  the  Intelligence  Service  of 
the  U.  S.  government,  was  initiated 
as  an  honorary  member  of  Theta 
Sigma  Phi  at  its  convention  just  held 
in  Austin,  Tex.  Mrs.  Harrison  was 
the  featured  speaker  at  the  Matrix 
table,  formal  dinner  which  closes  the 
biennial  convention  of  this  journal¬ 
istic  fraternity  for  women. 

Diversified  journalistic  and  literary 
interests  were  represented  by  the 
speakers,  whom  the  hostess  chapters 
presented  to  the  convention  gather¬ 
ing. 

The  fraternity  is  continuing  its  use 
of  a  central  business  office,  with  a 
hired  executive  secretary  in  charge. 
Following  the  election  of  officers,  the 
new  council  chose  Louise  Eleanor 
Ross,  of  Indianapolis,  as  executive 
secretary.  The  new  council  consists 
of  Lona  Gilbert,  alumna  of  University 
of  Missouri  school  of  journalism,  now 
a  reporter  on  the  Son  Pedro  (Cal.) 
News-Pilot,  as  president;  Dorothea 
Lohoff  Schlegel,  also  a  Missouri  grad¬ 
uate,  at  present  in  the  promotion  de¬ 
partment  of  the  Nelly-Don  Company, 
Kansas  City,  as  vice-president;  Jose¬ 
phine  Caldwell,  alumna  of  the  jour¬ 
nalism  department.  University  of 
Texas,  and  convention  chairman,  as 
secretary;  Helen  Jo  Scott  Mann,  an¬ 
other  Missouri  alumna,  now  on  the 
facnilty  of  the  journalism  school  of 
New  York  University,  as  treasurer. 
Lucy  Rogers  Hawkins,  alumna  of  the 
University  of  Wisconsin  School  of 
Journalism,  publicity  worker  in  Chi¬ 
cago,  was  re-elected  imanimously  as 
editor  of  The  Matrix. 

Work  on  the  endowment  fimd  for 
the  fraternity  is  to  be  one  of  the 
major  projects  of  the  coming  bien- 
4xium,  and  Mrs.  Mann,  who  will  di¬ 


rect  this  work,  is  to  announce  her 
assistants  in  the  immediate  future. 

TO  COVER  VANCOUVER  FETES 
A  large  number  of  British  news¬ 
papermen  and  publishers  will  cover 
the  Vancouver  centennial  celebra¬ 
tions  next  month.  They  arrived  in 
Quebec  June  25  aboard  the  Empress 
of  Britain,  were  met  on  arrival  by  J. 
Harry  Smith,  manager  of  the  C.  P.  R. 
F*ress  Bureau  in  Montreal,  and  spent 
a  day  in  Quebec,  later  leaving  for 
Montreal,  and  then  Vancouver.  Those 
making  the  journey  were:  Sir  Per- 
cival  Phillips,  London  Daily  Tele¬ 
graph;  D.  D.  Graham,  London  Times; 
Alan  Bell,  London  Morning  Post; 
Charles  Sutton,  London  Daily  Ex¬ 
press;  A.  Wyatt  Tilley,  Glasgow  (Scot¬ 
land)  Herald;  John  E.  Sayers,  Belfast 
(Ireland)  Telegraph;  R.  K  Bacon, 
Yorkshire  (England)  Daily  Post;  Mr. 
and  Mrs.  R.  Gordon  Helsby,  London 
Daily  Herald;  Mr.  and  Mrs.  Robert 
Lynd,  London  News-Chronicle;  Mr. 
and  Mrs.  P.  E.  M.  Roberts,  Edinburgh 
(Scotland)  Scotsman  and  Graham 
Shepherd,  London  Illustrated  News. 

FREEDOM  INSTITUTE  TOPIC 

Freedom  of  speech  in  the  press  and 
over  the  radio,  freedom  of  expression 
in  motion  pictures,  and  the  role  of 
propaganda  in  the  formation  of  pub¬ 
lic  opinion  are  to  be  discussed  during 
the  Institute  of  Public  Affairs  at  the 
University  of  Virginia  imder  the  lead¬ 
ership  of  Herman  S.  Hottinger,  author 
and  teacher  in  the  Wharton  Scdiool  of 
Finance  and  Commerce  of  the  Uni¬ 
versity  of  Pennsylvania.  “Public 
Opinion  in  a  Democracy”  is  to  be  the 
general  title  of  this  round-table  dis¬ 
cussion  which  is  on  the  program  for 
the  second  week  of  the  institute’s 
tenth  annual  session  from  July  5  to  18. 
Jerome  D.  Bamum,  publish^*,  Syra¬ 
cuse  Post-Standard  and  president, 
American  Newspaper  Publishers’  As¬ 
sociation,  will  be  among  the  speakers. 


PERSONAL 

(Continued  from  jxige  24) 

chiefs’  CLMvcntion  there.  He  tripped 
and  struck  his  head  on  a  balustrade. 
He  was  taken  to  a  local  hospital  for 
examination. 

Vernon  B.  Snell  has  been  named 
managing  editor  of  the  Pauls  Valley 
(Okla.)  Democrat.  He  succeeds  Cad 
Allard.  He  has  been  on  the  sport 
staff  of  the  Oklahoma  City  Times  for 
the  past  two  years. 

WEDDING  BELLS 

Robert  B.  McNITT,  former  man¬ 
aging  editor,  S  outhbridg  e 
(Mass.)  Evening  News,  and  now  with 
McNaught  Sjmdicate,  of  which  his 
father  is  president,  to  Miss  Mary  Dyer, 
June  21  at  Southbridge. 

Andrew  J.  Flanagan,  of  the  adver¬ 
tising  department,  Newark  (N.  J.) 
Evening  News,  to  Miss  Irene  Frances 
Finley  in  South  Orange,  N.  J.,  June 
20. 

Howard  Mason  Booth,  assistant 
business  manager,  Worcester  (Mass.) 
Telegram  and  Evening  Gazette,  to 
Miss  Barbara  Allen,  June  20  in  Spen¬ 
cer,  Mass. 

Miss  Anne  Burnett  to  Charles  Mal- 
colmson  of  the  Washington  Bureau  of 
the  Philadelphia  Record,  June  20  in 
St.  Louis,  Mo. 

Bernard  Tassler,  City  Hall  reporter. 
Long  Island  Daily  Press,  to  Miss  Cecil 
Burchess  by  Mayor  LaGuardia  at  the 
New  York  City  Hall  June  25. 

Mar.see  A.  Cox.  state  editor  and 
theatrical  critic,  Terre  Haute  (Ind.) 
Tribune,  to  Miss  Betty  Louise  Greg¬ 
ory,  at  Paris,  Ill.,  June  23. 

Miss  Caroline  G.  Halloran,  .suburban 
society  editor.  Lynn  (Mass.)  Tele- 
gram-Ncu's,  to  John  Henry  Dwyer, 
in  Lynn,  June  24. 

George  C.  Whitney,  reporter, 
Greenfield  (Mass.)  Recorder-Gazette, 
to  Miss  Doric  E.  Richason  in  Kings¬ 
ton,  N.  H.,  June  20. 

Byron  W.  Reed,  in  charge  of  the 
Council  Bluffs  (la.)  bureau  for  the 
Omaha  Bee-News,  to  Miss  Florence 
M.  Gran,  in  Omaha,  June  23. 

Mary  Ellen  Goodwin,  of  the  clas¬ 
sified  advertising  department,  the  To¬ 
peka  (Kan.)  Daily  Capital,  to  Francis 
Holford  of  Topeka,  June  23,  in  To¬ 
peka. 

Samuel  Clay  Adkins  city  hall  re¬ 
porter  and  political  writer  Knoxville 
(Tenn.)  Journal,  to  Miss  Martha 
Florence  Martin,  June  29  at  Sevier- 
ville,  Tenn. 

Robert  E.  Chapman  of  the  national 
advertising  department,  Oklahoma 
City  Oklahoman  and  Times,  to  Miss 
Claudia  E.  Mathews,  June  12  at  Ok¬ 
lahoma  City. 

260.000 

NET  PAID  CIRCULATION 


12th  LARGEST 

eveninjc  newspaper 
circulation  in 

AMERICA 


Richard  M.  Seaton,  business  man¬ 
ager  of  the  Manhattan  (Kan.)  Afer- 
cury  and  Chronicle,  to  Miss  Mary 
Holton,  June  1,  at  Manhattan. 

Edward  S.  Newlon,  reporter.  Coun¬ 
cil  Bluffs  ■  (la.)  Nonpareil,  to  Miss 
Dorothy  H.  Shenton,  Council  Bluffs, 
recently. 

Ralph  Fritz,  San  Antonio  Express 
reporter,  to  Miss  Naomi  Wilkinson  of 
San  Antonio,  recently. 

Joseph  Warner,  Jr.,  reporter, 
Northampton  (Mass.)  Daily  Hampshire 
Gazette,  to  Miss  Louise  Walker,  May 
30,  in  Northampton. 

Kenneth  H.  Jacobson,  Philadelphia 
Evening  Ledger  copy  desk,  to  Miss 
Anne  W.  McKillop,  of  Ridley  Park, 
Pa.,  at  Ridley  Park,  June  20. 

SPECIAL  EDITIONS 

LOS  ANGELES  TIMES,  June  24 
Veterans’  Bonus  Souvenir  Sec¬ 
tion,  14  pages. 

Richmond  (Va.)  Times- Dispatch, 
June  28,  Better  Homes  and  Real  Es- 
tcite  Section,  16  pages,  tabloid  size. 

Boston  Evening  Transcript,  June 
27,  Summer  Resort  section,  12  pages. 

New  Bedford  (Mass.)  Morning 
Mercury,  June  19,  New  Bedford  Days 
Edition,  two  sections,  36  pages. 

Evansville  (Ind.)  Sunday  Courier 
&  Journal,  June  28,  Evansville-16 
County  Area  Progress  Eklition,  104 
pages,  10  sections. 

Madison  (Wis.)  Capital  Times, 
June  25,  Centermial  edition  celebrat¬ 
ing  the  Wisconsin  centennial,  includ¬ 
ing  a  16-page  rotogravure  section. 

The  Elgin  (Ill.)  Courier-News,  36- 
page  special  edition  recently,  com¬ 
memorating  the  100th  anniversary  of 
Kane  county. 

Bloomsburg  (Pa.)  Press,  June  27, 
Vacation  Section,  12  pages. 

Providence  (R.  I.)  Sunday  Journal, 
June  21,  Annual  Vacation  and  Travel 
Number,  10  pages. 
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Western  Newspaper  Union's  adoption  of  Linotype  Excelsior  for 
all  its  services  means  that  Excelsior  will  be  used  in  the  3,738  news¬ 
papers  with  a  total  circulation  of  over  2,500,000  that  subscribe  to 
WNU’s  printed  syndicate  service  and  in  the  10,000  daily  and 
weekly  papers  that  use  its  plate  and  mat  services.  Excelsior  will 
also  be  the  body  face  of  Publishers’  Auxiliary.  This  move  on  the 
part  of  WNU  is  in  line  with  the  world-wide  swing  to  more  legible 
body  type  for  newspapers. 


(-"LINOTYPE--0 


LINOTYPE  EXCELSIOR  Xciiilable  in  5-5Va-6-7-7'/2-8-9- 10-1 1-12-14  Point  Sicus 


LINOTYPE  EXCELSIOR  LINOTYPE  EXCELSIOR 

5'  2  PO  N’ 

There  are  two  hurdles  news  musl^surniount 
in  its  quick  trip  from  the  Linotype  key¬ 
board  to  the  reader’s  mind.  One  is  in  the 
newspaper  plant;  the  other  is  in  the  read¬ 
er’s  eye.  Modern  newspaper  printing  con¬ 
ditions  offer  many  hazards.  To  survive  the 
ordeal  of  dry-mat  stereotyping  ...  a  tsrpe 
face  must  be  sturdy,  free  from  thin  lines 
and  delicate  serifs.  It  must  be  designed 
with  due  regard  for  the  slurring  effect  of 
rubber  rollers,  and  the  tendency  of  thin 
inks  to  collect  in  sharp  angles  and  narrow 
openings.  The  well-designed  news  face 
makes  the  best  possible  use  of  space.  It 
must  be  compact  and  yet  not  look  crowded. 

This  is  achieved  by  careful  distribution  of 
the  white  space  in  and  around  the  letter  so 
that  it  actually  looks  bigger  than  it  is. 

Points  of  difference  between  similar  letters 
are  deftly  emphasized  and  the  individual 
letters  drawn  so  that  they  will  knit  firmly 
together  into  words  and  aid  the  swift 
movement  of  the  eye  as  it  skims  the  col¬ 
umn. 

All  these  things  help  the  newspaper  read¬ 
er  to  absorb  the  day's  news  quickly,  easily, 
and  with  a  minimum  of  eye-strain.  Just 
imagine  a  surface  of  matted  crisscross 
soda-fountain  straws,  and  picture  the  re¬ 
sult  of  printing  on  such  a  surface  with 
metal  types  however  large.  This  is  what 
happens,  as  the  microscope  sees  it,  on  every 
bit  of  modern  newsprint  when  it  goes 
through  the  press.  Ground  wood  is  just  such 
a  mass  of  silvery  fibers.  Put  a  bit  of  printed 
news  under  a  moderate  microscope  and  the 
result  brings  something  in  which  it  is  al¬ 
most  impossible  to  discern  the  whiskerj- 
shapes  as  letter  forms  at  all. 

New  Super-Range  Linotypes 
The  new  Model  27  and  Model  28  Lino¬ 
types,  with  wider,  light  magazines,  make 


LINOTYPE  EXCELSIOR  LINOTYPE  EXCELSIOR 

<;  »OiNT  lOIOmT 

There  are  two  hurdles  news 
must  surmount  in  its  quick  trip 
from  the  Linotype  keyboard  to 
the  reader’s  mind.  One  is  in  the 
newspaper  plant;  the  other  is 
in  the  reader’s  eye.  Modem 
newspaper  printing  conditions  i 
offer  many  hazards.  To  survive  ’ 
the  ordeal  of  dry-mat  stereo¬ 
typing  ...  a  type  face  must  be 
sturdy,  free  from  thin  lines  and 
delicate  serifs.  It  must  be  de¬ 
signed  with  due  regard  for  the 
slurring  effect  of  rubber  roll- 
I  ers,  and  the  tendency  of  thin ' 

I  inks  to  collect  in  sharp  angles 
and  narrow  openings.  The 
well-designed  news  face  makes 
the  best  possible  use  of  space. 
It  must  be  compact  and  yet  not 
look  crowded.  This  is  achieved  i 
by  careful  distribution  of  the' 
white  space  in  and  around  the 
letter  so  that  it  actually  looks  | 
bigger  than  it  is.  Points  of  dif- 


■  POI*.' 

There  are  two  hurdles  news  must 
surmount  in  its  quick  trip  from  the 
Linotype  keyboard  to  the  reader  s , 

I  mind.  One  is  in  the  newspaper  plant;  1 
the  other  is  in  the  reader’s  eye.  Mod- 1 
ern  newspaper  printing  conditions  I 
offer  many  hazards.  To  survive  the  I 
j  ordeal  of  dry-mat  stereotyping  .  .  .  a  | 
type  face  must  be  sturdy,  free  from 
thin  lines  and  delicate  serifs.  It  must  | 

I  be  designed  with  due  regard  for  the 
!  slurring  effect  of  rubber  rollers,  and 
:  the  tendency  of  thin  inks  to  collect  I 
j  in  sharp  angles  and  narrow  openings. 
The  well-designed  news  face  makes 
I  the  best  possible  use  of  space.  It  must 
be  compact  and  yet  not  look  crowded. 
This  is  achieved  by  careful  distribu¬ 
tion  of  the  white  space  in  and  around  I 
the  letter  so  that  it  actually  looks  j 
bigger  than  it  is.  Points  of  difference  i 
between  similar  letters  are  deftly  em¬ 
phasized  and  the  individual  letters 
drawn  so  that  they  will  knit  firmly 
together  into  words  and  aid  the  swift 
movement  of  the  eye  as  it  skims  the 
column. 

All  these  things  help  the  newspa¬ 
per  reader  to  absorb  the  day’s  news 
quickly,  easily,  and  with  a  minimum 
of  eye-strain.  Just  imagine  a  surface 
of  matted  crisscross  soda-foimtain 
straws,  and  picture  the  result  of 
printing  on  such  a  surface  with  metal 
types  however  large.  This  is  what 
happens,  as  the  microscope  sees  it.  on 


There  are  two  hurdles  news  must  | 
surmount  in  its  quick  trip  from  the  | 
Linotype  keyboard  to  the  reader’s 
mind.  One  is  in  the  newspaper  I 
plant;  the  other  is  in  the  reader’s  i 
eye.  Modern  newspaper  printing  | 
conditions  offer  many  hazards.  To  i 
survive  the  ordeal  of  dry-mat  i 
stereotyping  ...  a  type  face  must  1 
be  sturdy,  free  from  thin  lines  and  1 
delicate  serifs.  It  must  be  designed 
with  due  regard  for  the  slurring 
effect  of  rubber  rollers,  and  the 
tendency  of  thin  inks  to  collect  in 
sharp  angles  and  narrow  openings. 
The  well-designed  news  face  must 
be  compact  and  yet  not  look 
crowded.  This  is  achieved  by  care¬ 
ful  distribution  of  the  white  space 
in  and  around  the  letter  so  that  it 
actually  looks  bigger  than  it  is. 
Points  of  difference  between  simi¬ 
lar  letters  are  deftly  emphasized 
j  and  the  individual  letters  drawn  so 
that  they  will  knit  firmly  together 
j  into  words  and  aid  the  swift  move-  j 
j  ment  of  the  eye  as  it  skims  the  col- 1 
I  umn. 

I  All  these  things  help  the  news- 1 
1  paper  reader  to  absorb  the  day’s  | 
news  quickly,  easily,  and  with  a  i 


MERGENTHALER  LINOTYPE  COMPANY,  BROOKLYN,  NEW  YORK 

NEW  YORK  CITY  •  SAN  FRANCISCO  •  CHICAGO  •  NEW  ORLEANS 
CANADIAN  LINOTYPE,  LIMITED,  TORONTO.  CANADA 
Reprenentatireit  in  the  Principal  Citiett  of  the  World 
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REVIVAL  OF  HOME  BUILDING  BRINGS 
LINAGE  TO  CLASSIFIED  PAGES 


‘Bonded  Homes”  Campaign  in  New  York  and  New  Jersey 
Papers  Being  Supported  by  132  Builders — Pacific 
Coast  Managers  Will  Meet  July  6-8 


By  FRED  LAWRENCE 


much  of  his  time  to  help  make  the 
West  Coast  noted  for  abundant  church  | 
linage. 

The  use  of  radio,  newspaper,  and  I 
direct  advertising  in  spreading  the  i 
Gospel  and  building  congregations  will ' 
occupy  the  attention  of  one  session 
which  has  chosen  for  its  theme,  “The 
Man  Nobody  Knows;  Jesus — An  Ad¬ 
vertiser.” 


The  nation  is  practically  devoid  of 
cities  which  do  not  boast  of  sub- 


1  cities  which  do  not  boast  of  sub¬ 
stantial  increases  in  real  estate  adver¬ 
tising  this  year.  Some  communities 
are  experiencing  a  phenomenal  pick¬ 
up  in  speculative  building;  at  least  it 
may  be  considered  phenomenal  com¬ 
pared  to  the  index  of  the  past  few 
years. 

Other  cities,  it  is  indicated,  are  per¬ 
haps  a  little  disappointed  in  the  extent 
of  real  estate  recovery  so  far  this  year, 
but  nevertheless,  are  surpassing  1935 
records. 

Classified  advertising  to  those  fami¬ 
liar  with  its  implications,  is  even  a 
better  index  to  real  estate  activity 
titan  building  permits.  Official  per¬ 
mits  for  home  construction  are  the 
basis  for  new-home  advertising,  but 
only  indirectly. 

It  is  common  practice  for  a  builder 
to  obtain  a  permit  for  one  home,  erect 
it,  and  use  it  as  a  model  and  the  basis 
for  his  advertising  appeal.  BuL  in 
reality,  he  is  usually  gauging  his  space 
and  copy  to  snare  contracts  to  build, 
say,  three  or  four  additional  homes. 

Therefore,  classified  goes  much 
farther  than  merely  to  parallel  actual 
volume  of  construction.  It  reflects  the 
confidence  that  builders  and  brokers 
have  not  only  in  the  market  of  yester¬ 
day,  today,  and  tomorrow,  but  also  in 
tite  potential  market  of  months  ahead 
— a  continuing  rise. 


and  the  Federal  Housing  Administra¬ 
tion. 

3.  Contract  Price.  Home  must  be 
completed  for  the  amount  named  in 
the  contract,  no  “extras”  to  pay,  un¬ 
less  specifically  authorized  by  you. 

4.  Protection  Against  Mechanics’ 
Liens  and  Building  Encumbrances. 

5.  Title  Policy.  The  Bonded  Homes 
Plan  provides  the  owner  with  title 
insurance. 

6.  $5,000,000.00  immediately  avail¬ 
able  for  financing  Bonded  Homes 
through  a  nationally  known  financing 
company. 

Beneath  this  information  is  a  two- 
inch  cut  of  a  home  erected  by  a 
Bonded  Builder.  At  the  right  is  a 
two-inch  box  stating: 

“For  quality  and  dependability  we 
recommend  for  Bonded  Homes:  Gen¬ 
eral  Electric  Products  .  .  .  and  Weyer¬ 
haeuser  Lumber.  .  .  .” 

Over  half  the  total  space  is  taken  by 
listing  of  the  names  of  Bonded  Build¬ 
ers  according  to  their  county.  The 
group  contains  132  names  and  ad¬ 
dresses. 

The  head  for  the  list  is  “Inspect 
Offerings  of  these  Qualified  Bonded 
Builders.” 

Beneath  the  signature  of  the  Pas- 
saic-Bergen  Lumber  Co.,  at  the  bot¬ 
tom,  is  a  coupon  which  may  be  sent 
in  to  secure  a  copy  of  a  booklet.  "The 
Safe  Way  to  Buy  a  Home.” 


The  Passaic- Bergen  Lumber  Co., 
Inc.  of  Passaic.  N.  J..  a  lar?e  liim- 


1  Inc.  of  Passaic,  N.  J.,  a  large  lum¬ 
ber  and  building  supply  firm  with 
branch  yards  in  several  New  Jersey 
towns  in  a  commuting  area  that  is 
bristling  with  new  home  construction 
and  developments  has  evolved  a  far- 
reaching  advertising  plan. 

The  company’s  several  hundred  line 
copyrighted  advertising  copy  is  ap¬ 
pearing  in  New  York  City  papers  as 
well  as  in  those  of  New  Jersey,  and 
the  tie-up  with  builders  embraces  a 
New  Jersey  territory  of  seven  coun¬ 
ties. 

The  title  of  a  recent  ad  200  lines 
deep  by  three  columns  is  “Bonded 
Homes.”  The  heavy  border  resembles 
the  lithographed  border  of  a  gold  bond 
(when  gold  there  was).  Here  is  the 
selling  copy: 

“Guess  -  work  EIliminated  from 
Home-Buying!  The  home-buyer  of 
today  can  be  free  from  the  hazards  of 
yesterday.  The  Bonded  Homes  Plan 
safeguards  his  interests.  It  is  the 
answer  to  a  long-felt  public  need  for 
the  Safe  Way  to  Buy  a  Home. 

“Bonded  Homes  built  by  Bonded 
Builders,  Sold  with  a  Guarantee  of 
Completion  for  Your  Protection. 
When  you  build  a  Bonded  Home,  you 
know  exactly  what  you  are  getting — 
and  what  it  will  cost  you.” 

An  asterisk  refers  to  an  explanation 
of  Bonded  Homes  at  the  bottom  of  the 
ad  which  reads: 

“Bonded  Homes  erected  by  builders 
qualified  to  furnish  a  contractor’s 
completion  bond  through  a  nationally 
known  bonding  company.” 


Pacific  Clauified  Meeting 

C 'CLASSIFIED  advertising  managers 
^  of  the  Pacific  Coast  area  will  hold 
their  annual  meeting  in  connection 
with  the  Pacific  Advertising  Clubs 
Convention  at  Seattle  July  6-8.  Of¬ 
ficers  of  the  classified  group  £U^:  Pres¬ 
ident,  J.  J.  Tierney,  Spokane  Spokes¬ 
man-Review;  Vice-President,  Ker 
neth  Flood,  San  Diego  Union  Tributu, 
Secretary,  Hairy  Lynch,  Tacoma  Led¬ 
ger  Tribune. 

Morton  J.  A.  McDonald,  Oakland 
Tribune,  program  chairman,  has  an¬ 
nounced  the  following  schedule: 


Wednesday 


Points  in  the  selling  message  are: 

1.  Plans  and  Specifications.  Com¬ 
pleted  homes  must  conform  in  every 
detail  with  registered  architect’s  plans 
and  specifications. 

2.  Construction.  Dependability  and 
thoroughness  of  workmanship 
throughout  the  home  are  assured  by 
rigid  inspections  during  the  course  of 
fxmstruction  by  the  Bonding  Company 


Moonlight  and  .  .  .  Want  Ad* 

Members  of  the  classified  depart-  i 
ment  of  the  Boston  American  and  I 
Advertiser  enjoyed  a  moonlight  sail  i 
down  Boston  Harbor  recently  as  their 
reward  for  a  successful  drive  for  30-  ; 
day  contracts. 

Ralph  Meyers,  classified  manager, 
uses  a  moonlight  boat  trip  as  a  con¬ 
test  prize  each  spring.  And  he  loses  to  i 
his  staff  annually. 

S.  S.  Miller  of  the  department, 
served  a«  cruise-master. 


Supportinf!  His  Rivtd 
Publisher  Is  on  Ballot 


Monday 

Real  Estate  and  Investments:  R.  W. 
Yoimg,  Seattle  Post-lntelligem-er; 
Mel  Burgess,  Santa  Monica  Outlook; 
H.  J.  Harrison,  San  Francisco  Chron¬ 
icle;  Morton  McDonald,  Oakland  Trib¬ 
une;  Elliott  C.  Hensel,  advertising 
director  of  the  Oakland  Tribune;  and 
Robert  Henri,  of  the  Elmerson  Com¬ 
pany,  San  Francisco. 


Voters  of  Los  Angeles  Coimty  will ! 
face  an  unusual  situation  at  the  Au¬ 
gust  25  primaries,  with  the  name  of 
Harlan  G.  Palmer  publisher  and  ed¬ 
itor  of  the  Hollywood  (Cal.)  Citizen- 
News  appearing  on  the  ballot  for  the  i 
office  of  District  Attorney,  while  Mr. 
Palmer  and  his  newspaper  advocate 
the  election  to  that  office  of  another 
candidate,  Ralph  Evans. 

In  explaining  the  situation  to  his 
readers,  Mr.  Palmer  said  he  consented 
to  the  filing  of  his  name  by  others 
only  after  a  group  of  citizens  had 
argued  that  regardless  of  his  personal 
wishes  it  was  the  duty  of  good  citizen¬ 
ship  to  make  himself  available  for 
draft  particularly  in  view  of  his  con¬ 
sistent  editorial  attack  on  corruption 
and  graft  in  political  life.  He  agreed 
with  the  understanding  that  he  would 
not  spend  a  cent  in  his  behalf,  would 
not  permit  his  friends  to  contribute, 
would  not  conduct  a  campaign,  and 
would  actively  support  Evans. 

“If  the  voters  should  draft  me  un¬ 
der  the  conditions  which  I  have  stip¬ 
ulated  an  unprecedented  political 
event  will  have  taken  place,  and  I 
will  not  disappoint  the  friends  of 
honest  government”  Palmer  wrote. 


Tuesday 

Used  Cars  and  Merchandise:  W.  O. 
Sessions,  Salt  Lake  Tribune;  J.  B. 
Twiford,  Portland  Oregonian;  Robert 
Maxwell,  Long  Beach  Press-Tele¬ 
gram;  J.  A.  Mannin,  Portland  Journal; 
Joe  Immel,  San  Francisco  News;  and 
John  Whitelhead,  Salem  Journal. 


289,844 


Business  and  Professional  Cards: 
H.  E.  Richardson,  Vancouver  Sun. 

Christmas  Greetings:  Harry  Lynch. 

In  Memoriam:  J.  J.  Tierney. 

Rentals:  Kenneth  Flood,  H.  J.  Har- 
sion,  and  Miss  Jo  Moore  of  the  Eugene 
News. 

A  feature  of  this  year’s  conclave 
will  be  the  revival  of  the  Church 
Advertising  Departmental,  Morton 
McDonald,  chairman.  Several  minis¬ 
ters  who  have  successfully  used  news¬ 
paper  advertising  in  building  their 
church  memberships,  will  address  the 
group.  Warren  E.  Crane  of  the  Seattle 
Post-Intelligencer,  has  contributed 


was  the  average  net  paid  daily 
circulation  of  The  Baltimore 
Sun  (Morning  and  Evening 
issues)  for  the  month  of 


June,  1936 


This  represents  a  gain  of  7,933 
over  June,  1935  .  .  .  The 

Sunday  Sun  circulation  aver¬ 
aged  201,433  per  Sunday  for 
June,  1936— a  gain  of  5,421 
over  June,  1935. 


Eoarythint  in  Baltimore 


Btvaloaa  Around 


THE  SUN 

Morning  Evening  Sunday 


York.Fridai/Wq/)t 


JUNE  19- 


SchmelingHO'dlom 


The  new  ACME-NEA 
Telephoto  service 
transmitted  the 
knockout  pictures  to 


San  Frdncisci 


ACME-NEA  bureau  there 
matted  pictures, 
rushed  mats  to  the 
Pan-American  Clipper 
for  flight  to  Hawaii. 

Mats  arrived  in 
Honolulu,  ready  for 
printing,  Sunday 
morning,  June  21. 


Honolulu.  QHSJMStmda^ 


ADDS  TO  SUNDAY  LIST 

Metropolitan  Sunday  Newspapers  i 
has  added  the  following  to  its  list, ; 
effective  July  1,  as  additional  or  al-  j 
temate  papers,  as  annoimced  by  A.  | 
C.  G.  Hammesfahr,  president:  Bos- 1 
to?i  Herald,  Buffalo  Courier-Express, , 
Detroit  Free  Press,  New  York  Herald  ! 
Tribune  and  the  Washington  Post.  It  j 
was  also  announced  that  rate  cards 
have  been  issued  for  both  Metropol¬ 
itan  Weekly  Gravure  and  Metropol¬ 
itan  Weekly  Comics. 


Mats  of  Knockout 
Pictures  Arrived 


Wired  Riley  H.  Allen, 
editor  of  The  Honolulu 
Star  Bulletin: 

“Fight  mats  arrived 
9:15  Sunday  morning, 
setting  new  record  for 
picture  transmission 
from  Atlantic  coast  to 
Hawaii.  We  featuring 
today.  Congratulations 
and  thanks.” 


ACME 

r^NEWSPICTURES,  Ing. 
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A  New  Word  in  the 
Housewife's  Vocabulary 


CALAVO  —  California's  "new  improved" 
avocado  or  alligator  pear.  A  choice  va¬ 
riety  —  only  "14  of  400  varieties  ore  good 
enough" — "smooth,  fibreless  and  with  small 
seeds,"  with  "up  to  2^2  times  as  much 
Qovor  -  bearing  natural  fruit  oil,"  and  "lab¬ 
oratory-tested  for  maturity." 

And  new  prosperity  for 
another  group  of  California 
fruit-growers  who  ore  fol¬ 
lowing  the  precedent  set  by 
other  Pacific  Coast  Co¬ 
operatives  and  advertising 
in  newspapers! 

For  ten  years  the  rich  hove 
been  hearing  something  of 
on  expensive  and  "superior 
type  of  avocado."  But  in 
1934-35  along  come  an  un¬ 
precedented  crop  of  more 
than  13,000,000  pounds,  over 
4  times  the  production  of  any 
previous  year.  A  ruinous 
price  drop  was  threatened 
—the  loss  of  most  of  the  crop. 

Colovo  growers  were  in 
a  very  tight  spot. 

The  moss  market  knew  lit¬ 
tle  of  avocados,  nothing  of  Colovos.  "The 
aristocrat  of  salad  fruits"  had  to  go  dem¬ 
ocratic  in  a  hurry. 

NEWSPAPERS,  of  course,  were  the  logical 
answer.  Two  campaigns  were  prepared  to 
be  coordinated  with  shipments,  with  the  field 
vork  of  salesmen,  and  with  dealer  tie-ups. 


Although  the  appropriation  was  small,  the 
linage  limited,  the  first  campaign,  in  28  news¬ 
papers  in  25  major  markets,  went  over  with  a 
bong,  and  was  followed  immediately  by  the 
second.  The  entire  400%  crop  sold  os  fast  os 
it  was  shipped,  prices  held  stable,  and  grow¬ 
ers  received  not  merely  a 
greater  cash  return  per 
acre  than  ever  before  — 
but  more  than  twice  the  in¬ 
come  of  the  previous  year. 

This  year  the  crop  is  only 
half  that  of  lost  year.  But 
the  newspaper  advertising 
is  producing  just  os  many 
dollars  because  the  growing 
demand  has  resulted  in 
higher  prices. 

Next  year  Colovo  Grow¬ 
ers  plan  to  spend  four  times 
the  amoimt  of  any  former 
(media)  appropriation  ex¬ 
clusively  in  newspapers. 

They  have  found  that 
newspaper  advertising  is 
double  insurance.  It  sells 
bigger  crops,  when  Nature 
smiles;  it  boosts  prices  when  Nature  frowns. 
But  with  newspapers  on  their  side,  cooperative 
fruit  growers  are  reducing  the  losses  of  crop 
shortage  to  a  minimum. 

Do  you  know  of  any  better  business  insur¬ 
ance  than  NEWSPAPER  ADVERTISING? 


Smartest  of 
Salad  Fruits 

AT  bumper  crop  prices* 


tpecisl  prutfl 

Of  more  tk*a  409 
varietier  ^  avocmIo*  or 
allixa<c»r  pears,  only 
are  good  enongli 


to  qualify  as  Calavoa. 
They  have  fibrelesa 
meat,  small  seeds,  and 
up  to  2  *  <  times  as  muck 
of  the  flavor>bearing 
natural  fruit  oil  wkuk 
give.  C.lavo.  their 
melttmm  eooJoris/ 

Note  your  dealer’s 
bumper  crop  prices  on 
Calos'os.  Buy  two  or 
three  today  Cotry.  Look 
for  the  name  stamped 
on  the  skin  of  the  fruit. 


THE  ARISTOCRAT  OF  SALAD  FRU  TS 

C  A__  L  A  V 


THESE  FACTS  ARE  PRESENTED  FOR  YOUR  CONSIDERATION  BY 
NATIONAL  REPRESENTATIVES  OF  AMERICA'S  GREAT  NEWSPAPERS 


The  Branham  Company  Chos.  H.  Eddy  Co.,  Inc. 

Bryant.  Griffith  &  Bninson,  Inc.  Kelly-Smith  Co.,  Inc. 

The  John  Budd  Company  George  A.  McDevitt  Co. 

I-  J.  Devine  &  Associates,  Inc.  J.  P.  McKinney  &  Son 


O'Mora  &  Ormsbee.  Inc.  Texas  Doily  Press  League.  Inc. 

Prudden,  King  &  Prudden,  Inc.  West-Hoiliday-Mogensen  Co.,  Inc. 
Reynolds-Fitzgerald,  Inc.  Williams,  Lawrence  &  Cresmer  Co. 

Small,  Spencer  &  Brewer.  Inc. 
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Publishers  Service  Company 


Americans  Foremost  Newspaper  Promotion  Organization 
Now  Offers  You  Tried  and  Proven  Book  Promotions 


No  Risk!  No  Gamble!  No  Cash  Outlay! 


For  more  than  ten  years.  Publishers  Ser¬ 
vice  Company  has  been  America’s  most  success¬ 
ful  newspaper  promotion  organization.  Today, 
with  its  original,  copyrighted  and  patented 
book  promotion  plans.  Publishers  Service 
Company  is  scoring  the  outstanding  records  of 
its  history.  Publishers  are  invited  to  consider 
the  tremendous  current  successes  of  the  Book 
Promotions  announced  on  these  two  pages. 
These  tried  and  proven  plans  w^ere  originated 
and  are  copyrighted  and  fully  patented  in  every 
phase  by  Publishers  Service  Company, — Book 
Promotion  Plans  that  are  self-financing  and 


entail  no  risk  and  no  gamble  on  the  part  of  the 
newspaper. 

All  Promotion  goes  with  these  plans! 
From  start  to  finish  they  can  be  used,  with 
Publishers  Service  Company  supplying  ever>  - 
thing  necessary  to  their  success.  When  you 
book  one  of  these  plans,  you  book  everything 
necessary  to  conduct  the  campaign  throughout. 
There  is  no  risk!  no  gamble!  no  investment! 

Wire,  write  or  ’phone  for  option  on  these 
plans  in  your  territory.  These  copyrighted 
book  promotion  plans  are  available  only 
through  Publishers  Service  Company. 


The  WORLD-WIDE  Illustrated 
ENCYCLOPEDIA 


In  12  Beautiful,  De  Luxe,  Gold  Stamped  Volutnes 
Full  Library  Size — 8  High  x  Wide 


Editor — C.  Ralph  Taylor 
Former  Principal  of  Massachusetts  and 
Rhode  Island  schools;  educational  direc¬ 
tor  and  editor. 


Advisory  Editor — Carl  Van  Doren 
Editor-in-chief  of  the  Literary  Guild; 
famous  University  Professor,  Lecturer 
and  Author. 


— and  Special  Articles  by  462  Leading 
International  Educators  and  Specialists. 


Four  Million  Words  •  Over  40,000  subjects  •  More  than  2,000  Pictorial  Drawings 
and  Photographs  •  800  pages  in  each  volume  •  16  Maps  in  Color. 
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Uttle 


CIRCULATION 

PROMOTION! 


One  of  the  Current  Book 
Promotion  Successes 


HnKn  IS  a  ui^nihed,  con¬ 
servative,  lonj^  -  term 
promotion  •  stabilization 
that  entails  no  risk,  no  gamble, 
no  financial  commitment  on 
the  part  of  the  newspaper.  A 
plan  that  appeals  to  the  finest 
type  of  reader-subscriber.  A 
plan  that  will  win  and  hold, 
for  YOU,  the  most  desirable 
type  of  readers  in  your  com¬ 
munity. 


Everyone  knows  something 
about  Dickens,  the  world’s 
best-loved  author,  whose  mag¬ 
ic  genius  has  held  millions  in 
his  spell.  His  immortal  mas¬ 
terpieces  are  so  rich  in  their 
humanity,  so  broad  in  their 
appieal,  so  powerful  in  their 
delineation  of  character,  that 
they  are  more  popular  today, 
more  widely  read,  than  ever. 
The  stage,  the  screen,  the  radio, 
have  all  turned  to  Dickens  as 
a  source  of  “sure-fire”  mate- 
rial.  “David  (^lopperfield” 
topped  the  list  as  the  outstand¬ 
ing  screen  success  of  1935.  “A 
Tale  of  Two  Cities”  is  right 
now  packing  them  in  all  over 
the  country  —  a  phenomenal 
triumph.  “The  Old  Curiosity 
Shop,”  “The  Mystery  of  Ed¬ 
win  Drood,”  and  “Scrooge” 
(from  “A  Christmas  Carol”) 
are  likewise  drawing  huge  au¬ 
diences  everywhere.  And  the 
studios  say  they  are  just  begin¬ 
ning.  The  whole  country  is 
Dickens-conscious.  Everyone 
wants  to  read  and  own  these 
literary  treasures — novels  and 


“luPEKB"'" 


stories  that  have  gripped  the 
minds  and  stirred  the  hearts 
of  young  and  old  for  three- 
quarters  of  a  century. 

Nothing  that  you  might  of¬ 
fer  to  the  people  of  your  com¬ 
munity  could  be  more  accept¬ 
able  than  this  superb  20-vol- 
ume  library  of  the  Complete 
Works  of  Charles  Dickens. 
As  a  method  of  gaining  new 
readers  and  holding  old  ones, 
the  plan  offers  all  that  is  dig¬ 
nified  and  conservative  in  ap¬ 
proved  promotion-stabilization 
plans. 


Each  volume  is  beautifully  bound  in  maroon  pebble-grained 
cloth  selected  for  appearance  and  durability,  latvishly  illustrated 
with  more  than  160  illustrations  from  prints  of  the  original  Dick¬ 
ensian  artisis.  Phiz  and  Ouikshank.  Printed  from  brand-new  plates 
on  excellent  grade  of  opaque  white  paper. 
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For  Exclusive  Franchise  of  These  and  Other  Highly 
Successful  Book  Promotion  Plans,  Write  or  Wire 

(Publishers  Service  Company 

75  West  Street,  New  York,  N.  Y. 
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E  D  I 


BUSINESS  OR  CIRCUS? 

ANY  able  newspaper  observers  who  at¬ 
tended  both  major  party  conventions 
are  convinced  that  there  is  no  public 
good  in  the  scheme  which  stretches  a  day’s  bus.* 
ness  to  a  week  to  serve  two  major  objects;  1,  the 
nationwide  dissemination  of  convention  proceed¬ 
ings”  by  radio;  2,  the  profit  of  hotel  and  shop 
keepers  in  the  convention  cities. 

The  view  has  been  expressed,  and  we  have  long 
shared  it,  that  a  public  which  depends  upon  the 
broadcasters  for  an  interpretation  of  the  passing 
show  in  government  will  get  an  unbalanced  ration. 

Radio,  because  of  its  potential  dependence  upon 
political  goodwill  has  to  be  as  impersonal  and 
impartial  as  the  glass  walls  of  its  convention 
studios.  It  can  register  no  protest  against  the 
subjection  of  itself  and  its  audience  to  57  speeches, 
mo^y  bad,  during  an  afternoon  and  a  long  eve¬ 
ning.  It  cannot  object  when  its  time  schedule 
is  disrupted  by  phony  demonstrations  which  can 
be  stnmg  out  for  an  hour  or  choked  off  in  five 
minutes  at  the  will  of  convention  leaders.  It  dare 
not  comment  on  the  obvious  fact  that  5,000  men 
and  women  were  taken  for  a  week  from  their 
normal  pursuits,  many  of  them  from  the  public 
business,  to  rubber-stamp  a  job  that  ought  to  be 
done  in  two  days. 

Radio  has  to  be  either  the  champion  or  the 
victim  of  things  as  they  are,  and  it  is  human 
nattue  for  the  radio  people  to  put  forward  the 
most  pleasant  aspects  of  the  spectacle. 

The  conventions  of  1936  mocked  a  venerable  in¬ 
stitution  in  our  government  system.  Scheduled 
not  by  the  importance  of  business  to  be  done  nor 
by  the  obligations  of  the  delegates  to  their  homes 
and  occupations,  but  soley  for  the  radio  parade, 
the  conventions  performed  no  fimction  that  could 
not  have  been  done  by  a  handful  of  men  in  a 
smoke-filled  room.  The  delegates  had  no  duties 
except  to  spend  their  money  for  entertainment. 

Radio  made  the  show  good  for  the  millions. 
The  press  made  a  good  story  out  of  pretty  shoddy 
materials,  but  if  the  convention  is  to  be  continued 
as  a  useful  engine  of  our  electoral  machinery,  it 
will  be  up  to  the  newspapermen  and  women  who 
know  how,  to  hammer  home  the  empty  character 
of  the  1936  asemblages  of  both  -parties. 


The  Guild  strike  against  Milwaukee  Wis¬ 
consin  News  is  petering  out — proving  again 
the  futility  of  A.  N.  G.  strike  methods. 


A  NEWS  BEAT 

ONG  experience  has  made  us  skeptical  of 
claimed  beats  on  big  news  but  there  seems 
to  be  no  doubt  that  a  clean  beat  on  one  of 
the  most  interesting  stories  of  the  year  was 
achieved  last  week  by  the  Poughkeepsie  (N.  Y.) 
Evening  Star  &  Enterprise.  Regard  the  interest 
as  synthetic  or  genuine,  according  to  your  politics, 
there  is  no  doubt  that  many  tongues  wagged  dur¬ 
ing  the  Democratic  convention  on  Mr.  Lehman’s 
possible  renomination  as  Governor  of  New  York. 
Newspaper  stories  were  speculative  until  his  posi¬ 
tive  announcement  on  June  30. 

Five  days  before  that,  and  before  the  great 
convention  demonstration  for  Mr.  Lehman,  the 
Star  &  Enterprise  told  its  readers  positively  in  a 
copyrighted  story  that  the  Governor  had  changed 
his  mind  and  would  be  a  candidate  for  re-election. 
No  authority  was  named,  and  the  newspaper  has 
kept  its  coimsel  since,  but  there  is  no  doubt  that  it 
knew  its  book  on  June  25. 

With  the  country’s  major  newspapers  and  press 
services  eagerly  pursuing  the  won!  that  would 
break  the  story  it  is  remarkable  that  the  beat 
should  have  been  scored  by  a  small  city  news¬ 
paper.  Newsnapers  in  cities  like  Poughkeepsie 
^  are  presumed  to  have  all  the  inside  local  tracks, 
but  it  is  seldom  that  they  have  sufficient  intimate 
contacts  with  important  national  figures  living 
I  outside  of  their  circulation  areas  to  crack  big  news 
[  exclusively.  The  Poughkeepsie  daily’s  at^ieve- 
-  ment  is  a  tribute  to  its  on-the-job  staff  and  man¬ 
agement,  wh’ch  appreciates  that  it  takes  more 
than  police  court  and  press  wire  routine  to  make 
a  newspaper. 


GIVING  IT  AWAY 

GENTLEMAN  from  Filene’s  landed  a  well- 
aimed  punch  at  newspapers  which  don’t 
know  their  own  value  in  his  speech  this 
week  before  the  Retail  Dry  Goods  group  at  the 
AFA  meeting.  He  was  merciless  in  telling  his 
audience  that  newspapers  are  regularly  swindled 
by  smart  publicity  men  into  printing  as  news, 
pictures  of  lightly  clothed  beauties  wh<^  c\ir- 
rent  mission  in  life  is  to  get  a  commercial  mes¬ 
sage  free  before  the  eyes  of  newspaper  readers. 
He  himself  admitted  that  he  had  taken  advan¬ 
tage  of  weak-backed  newspapers  and  ridden  free 
for  months  on  the  pull  of  a  publicity  yam. 

It  was  an  interesting  speech,  with  far  too  much 
truth  for  the  comfort  of  newspapermen  who  hate 
the  publicity  grabbers  and  Ae  blind  business- 
office  people  who  let  them  live  and  prosper.  Edi¬ 
torial  men  instinctively  spot  and  detest  space 
chiselers,  even  when  they  help  to  contrive  the 
publicity  rig  that  skims  the  newspaper  cream  and 
defrauds  every  other  advertiser  who  buys  his 
space  honestly.  ’The  commercial  publicity  man 
could  not  live  without  the  favor  of  salesmen  and 
executives  who  have  to  give  something  more 
than  value  to  make  a  deal.  For  them  is  needed 
the  sort  of  education  that  circulation  managers 
have  poured  into  their  carrier  forces  in  recent 
years — an  intimate  knowledge  of  the  paper  that 
compels  its  sale  upon  merit  alone. 

The  fact  is  that  no  business  can  subsist  on  a 
publicity  substitute  for  on-the-level  advertising. 
Hundred  have  tried  it,  some  of  them  big  when 
they  started  and  zero  at  the  finish.  Newspapers 
which  weakly  grant  publicity  demands  to  Irod 
a  tough  account  are  kidding  the  advertiser  and 
themselves.  They  are  not  kidding  their  readers. 


Editorial  characterization  of  the  Presi¬ 
dent’s  acceptance  speech  ranged  from  "no¬ 
blest  state  paper”  to  "arrant  soapboxery.” 


IS  TRAFFIC  SAFER? 

NCRELASED  highway  traffic  estimated  at  9  per 
cent,  accompanied  by  a  drop  of  three  per  cent 
in,  deaths  due  to  automotive  accidents  make 
an  interesting  conjunction  reported  to  a  group  of 
public  relations  directors  of  safety  efforts,  meet¬ 
ing  in  New  York  this  week. 

Also  noted  was  the  increasing  co-operation  of 
newspapers  throughout  the  country  in  improving 
hwal  safety  records  and  the  development  of  a  less 
morbid  and  more  constructive  note  than  prevailed 
during  the  late  months  of  last  year.  The  horror 
idea,  dramatized  in  “And  Sudden  Death”  is  one 
that  has  to  be  handled  deftly,  is  not  subject  to 
repetition,  and,  at  best  deals  with  the  effects  and 
not  the  cause  of  traffic  accidents. 

Besides  education  of  drivers  in  the  perils  of 
reckless  driving,  newspapers  have  the  job  of  noting 
local  highway  conditions  that  generate  accidents, 
and  creating  the  public  opinion  that  will  lead  to 
their  correction.  It  is  not  likely  that  our  roads 
will  ever  be  free  from  idiots  intoxicated  by  speed 
or  stimulants,  with  all  the  perils  that  they  con¬ 
note,  but  it  is  possible  by  force  of  public  protest 
to  eliminate  slippery  crooked  roads  and  unscien¬ 
tifically  designed  curves  that  invite,  even  promote, 
disaster  at  modem  motor  speeds.  Along  Aat  line, 
and  toward  the  even  enforcement  of  reasonable 
city  traffic  laws,  newspapers  are  devoting  con¬ 
structive  effort  that  the  automobile  industry  could 
not  exert  for  itself.  In  their  support,  it  is  likely 
that  a  new  and  appreciable  volume  of  institutional 
advertising  will  be  developed  by  the  motor  manu¬ 
facturers  and  allied  interests. 


I  A  L 

THE  TONIC  OF  DEPRESSIONS 

EN  years  ago,  our  readers  may  recall  that 
that  these  columns  declared,  a  bit  pontific- 
ally,  that  a  shrinkage  of  10  per  cent  in  gross 
revenues  would  put  most  newspapers  in  red  ink. 
Some  smiled  a  superior  smile,  some  scoffed,  some 
believed;  within  three  years  all  had  it  proven 
beyond  doubt.  And  within  three  more  years  most 
of  them  and  most  other  business  had  learned  how 
to  survive  shrinkages  far  greater  than  our  hypo¬ 
thetical  10  per  cent.  It  was  tight  squeezing,  but  in 
the  newspaper  business,  generally,  the  survival 
was  not  accomplished  by  putting  employes  on  the 
breadlines.  Economy  came  first  and  lingered  long, 
but  in  its  steps  came  new  ideas  to  make  news¬ 
papers  more  useful  and  attractive. 

Compare  today’s  pictures  with  those  of  1926  and 
the  progress  both  in  quantity  and  quality  is  un¬ 
believable.  Color,  now  almost  commonplace,  .was 
then  almost  non-existent.  Compare  today’s 
sharply  written  news,  in  metropolitan  newspapers 
and  many  far  smaller,  with  the  many  routine  and 
obscure  dispatches,  especially  on  national  and 
foreign  affairs,  a  decade  past.  Note  today’s  return 
of  personal  journalism  in  signed  columns,  many 
of  which  are  marked  contributions  to  public 
knowledge  even  if  they  do  occasionally  wear  the 
signs  of  tired  writers  and  tired  topics. 

Look  into  other  fields.  General  Motors  adver¬ 
tises  that  today’s  car  at  25  cents  a  pound  is  better 
value  than  the  1916  car  at  $2  a  pound.  Railroads, 
battered  by  competition  and  oppressed  by  top- 
heavy  capital  structures,  come  back  with  fast 
light  trains,  electrified  motive-power  that  clips 
schedules  25  per  cent  and  abolishes  dirt;  air- 
conditioned  day  coaches  infinitely  more  comfort¬ 
able  than  the  president’s  private  car  in  1926  and 
lower  prices.  Aviation  development,  by  an  industry 
that  was  broke  during  our  highest  prosperity,  has 
cut  a  week’s  journey  to  a  day  since  Wall 
Street  blew  up  seven  years  ago.  City  slums, 
which  housed  millions  when  the  nation’s 
production  was  rated  at  $99  billion,  have 
been  razed  to  provide  parking  space,  modem 
apartments,  sumptuous  public  buildings,  titanic 
bridges  and  majestic  roadways.  There  are  fewer 
housing  imits  today  in  metropolitan  areas  than  in 
1929  and  a  new  building  boom  is  already  imder 
way  in  many  cities  and  suburbs.  Electricity  is 
bringing  unimagined  comforts  to  thousands  of 
homes  which  knew  it  not  at  all  in  the  hey-hey 
days,  and  at  rates  which  utility  men  called  impos¬ 
sible  even  five  years  ago. 

The  list  could  fill  this  page.  It  will  be  heavy 
political  ammvmition  this  fall,  but  our  impartial 
judgment  gives  no  party  or  political  philosophy 
any  particular  credit  for  the  forward  march.  Pub¬ 
lic  funds  have  helped,  even  in  the  face  of  their 
alleged  waste,  but  individual  investors  and  the 
imaginative  people  to  whom  adversity  is  only  a 
spur  to  new  advances  deserve  the  major  credit. 

We  are  still  in  the  midst  of  economic  difficulty, 
with  politics  still  groping  for  a  solution  of  the 
unemployment  problem.  It  is  doubthil  that  a 
purely  political  solution  can  be  foimd,  under  any 
system  of  government  or  social  structure.  It  is 
becoming  more  certain  that  in  a  capitalistic  de¬ 
mocracy  the  solution  lies  in  ever-increasing  pro¬ 
duction  of  useful  goods,  of  new  inventions  that 
will  multiply  human  achievements  while  provid¬ 
ing  added  leisure  for  their  enjoyment  Certain  it 
is  too,  that  there  was  no  economy  of  plenty  in  our 
vaunted  $90,000,000,000  production  of  1929,  which 
under  the  most  ideal  distribution  could  not  have 
provided  universal  high  living  standards. 

We  still  have  a  major  production  problem  which 
must  be  solved  before  distribution  can  be  tacked 
effectively,  and  it  does  not  seem  over-optimistic 
at  this  time  to  predict  that  the  industrial  progress 
during  the  depression  has  provided  some  forward 
steps  toward  its  solution.  They  have  pointed  an 
effective  way. 


The  “United  Front”  for  newspaper  adver~ 
tisinp  moved  one  step  nearer  fruition  this 
week.  Gradual  progress  should  guar¬ 
antee  that  no  false  steps  will  imperil  this 
necessary  coordination  of  forces  to  promote 
newspapers  as  THE  national  medium. 


k 


Editor  &  Publisher  for  July  4,  I  9  3b 


23 


I  PURELY  PERSONAL  |  ^ 

Brigadier  General  Eldward  J. 

Stackpole,  Jr.,  publisher  Harris-  , 
burg  (Pa.)  Telegraph  Newspapers,  is 
directing  summer  training  operations  r 
of  the  52nd  Cavalry  Brigade  of  the 
Pennsylvania  National  Guard  en-  r 
camped  at  the  Indiantown  Gap  Mil¬ 
itary  Reservation. 

J.  E.  Hanway,  senior  publisher, 
Casper  (Wyo.)  Tribune-Herald,  who 
celebrated  his  70th  birthday,  June  25 
was  honored  at  a  garden  party  June 
21,  given  by  E.  E.  Hanway,  general 
manager  and  Mrs.  Hanway,  which 
was  attended  by  staff  members. 

Vance  C.  McCormick,  president, 
Harrisburg  (Pa.)  Patriot  and  Evening 
News,  was  guest  of  honor  at  a  recent 
dinner  of  the  Central  Pennsylvania 
Yale  Alumni  Association  at  the 
Hershey  Hotel,  Harrisburg.  Mr.  Mc¬ 
Cormick  was  formerly  a  member  of 
the  Yale  Corporation. 

Louis  Spilman  editor  and  publisher, 
Waynesboro  (Va.)  News-Virginian, 
on  his  return.  May  29,  following  a 
six-week  stay  at  Walter  Reed  Hos¬ 
pital,  Washington,  where  he  under¬ 
went  a  major  operation,  was  greeted 
by  a  special  “extra.”  The  front  page 
of  the  regular  edition  was  remade 
and  more  than  25  papers  were  printed. 
An  8-colunm  streamer  head  an¬ 
nounced  his  return. 

Charles  K.  Robinson  editor,  Ashe¬ 
ville  (N.  C.)  Times,  and  Mrs.  Robin¬ 
son  are  enjoying  a  vacation  at  Myrtle 
Beach,  S.  C. 

IN  THE  BUSINESS  OFFICE 

Alexander  j.  Mcdonald  re¬ 
cently  named  general  manager, 
Albany  (N.  Y.)  Evening  News  and 
Knickerbocker  Press,  was  honor  guest 
at  a  reception  tendered  by  the  Adver¬ 
tising  Club  of  Albany  at  Keeler’s 
Dutch  Iim,  June  24. 

L.  A.  Gaines,  Jr.,  business  manager, 
Richmond  (Va.)  News  Leader,  will 
head  the  13th  annual  Community 
Fund  campaign  to  be  held  in  Novem¬ 
ber.  He  is  on  the  board  of  trustees  of 
the  Community  Fund,  and  is  serving 
on  the  boards  of  the  Family  Service 
Society  and  the  Richmond  Home  for 
Boys. 

A.  Roy  Allen,  business  manager 
Camden  (Ark.)  News  was  installed 
as  president  of  the  Lions  Club  of  that 
city  June  26. 

Harvey  T.  Davis,  state  circulator, 
Columbus  Citizen,  celebrated  his  26th 
year  of  association  with  the  daily, 
June  17.  For  the  past  20  years  he  has 
been  state  circulator. 

Sam  Abbott,  with  the  University  of 
Mississippi  news  bureau  for  the  past 
year,  has  been  appointed  managing 
director  of  the  Clarksdale  (Miss.) 
Register. 

While  enroute  to  the  recent  Schmel- 
ing- Louis  fight,  Joe  Hanratty,  execu¬ 
tive  of  the  Newark  Ledger  was  se¬ 
verely  injured  in  an  automobile 
smashup.  Mr.  Hanratty  suffered  a 
broken  leg  and  abrasions  to  the  spine 
and  left  side  and  will  be  in  the  Beth 
Isreal  Hospital,  Lyons  Ave.,  Newark, 
N.  J.,  for  the  next  two  months. 

Mitchell  J.  Click,  formerly  with  the 
Rochester  (N.  Y.)  Journal  and  Phila¬ 
delphia  Daily  News  has  joined  the  ad¬ 
vertising  staff  of  the  Chester  (Pa.) 
Times.  Mr.  Click  will  devote  his  time 
to  the  solicitations  for  Weekly  Indus- 
trwl  Review  page  and  the  Chester 
Times  Year  Book  and  Almanac,  which 
goes  into  its  fifteenth  year  of  publica¬ 
tion  in  January  of  1937. 

Fred  Jablow,  publicist  for  Loew’s 
Valencia,  Hillsdale,  N.  Y.,  and  for  the 
Willard  Theaters,  Jamaica,  L.  I.,  has 
been  appointed  promotion  manager 
of  the  Newark  (N.  J.)  Ledger. 


Eugene  Lorton  and  Son^  Robert  E.^ 

At  Helm  of  The  Tulsa  fOkla.f  World 


WHEN  THE  NAME  of  Robert 
E.  Lorton  appeared  on  the 
Tulsa  (Okla.)  World’s  masthead  for 


Kobkkt  K.  Iaiktun 


Eugene  Lorton 


the  first  time  last  month  it  marked  the 
fulfillment  of  Publisher  Eugene  Lor- 
ton’s  ambition  to  see  his  son  beside 
him  at  the  helm  of  a  metropolitan 
newspaper. 

As  publisher  and  sole  owner  of  the 
Tulsa  World  since  1917,  Eugene  Lor¬ 
ton  has  trained  his  23-year-old  son  to 
follow  in  his  journalistic  footsteps. 

Young  Lorton,  who  prepared  at  St. 
Alban’s,  Washington,  D.  C.,  and  then 
attended  Washington  and  Lee  Uni¬ 
versity,  Lexington,  Va.,  has  during  the 
last  five  years  served  his  apprentice¬ 
ship  in  the  various  departments  of  this 
newspaper. 

His  work  in  those  five  years  has 
taken  him  in  the  editorial  and  business 
departments  of  the  Tulsa  World  to 
acquaint  him  with  the  fimdamentals 
of  all  branches  of  the  newspaper 
business,  following  his  father’s  ad¬ 
vice — to  “learn  through  experience.” 

C.  E.  Taylor,  of  the  New  York 
World-Telegram  promotion  depart¬ 
ment  has  been  named  sales  promotion 
manager  of  Review  of  Reviews. 

Hanson  B.  Pigman,  former  circula¬ 
tion  manager  of  the  Missouri  Ruralist, 
has  been  named  circulation  manager 
of  Capper's  Farmer,  and  Maurice  B. 
Crane,  who  has  been  doing  circula¬ 
tion  work  in  the  rural  districts  for 
the  Topeka  Daily  Capital,  succeeds 
him  as  circulation  manager  of  the 
Missouri  Ruralist,  according  to  an 
announcement  made  by  James  M. 
Rankin,  director  of  circulation  for 
the  Capper  Publications  in  Topeka, 
Kan. 

Burley  Roberts  of  the  circulation 
staff,  Detroit  Times,  made  a  hole-in- 
one  while  playing  golf  at  Marshall, 


At  the  present  time  he  is  devoting  the 
bulk  of  his  time  to  the  Magic  Empire 
EIxpress,  a  truck  transportation  system 
owned  by  the  Tulsa  World. 

Eugene  Lorton,  bom  in  Middletown, 
Mo.,  May  28,  1869,  worked  as  a  printer 
with  the  Medicine  Lodge  (Kan.) 
Crescent  in  the  early  80’s.  He  then 
became  a  railroad  brakeman  and  then 
telegraph  operator.  He  moved  to 
Idaho  to  farm  but  instead  leased  the 
Salubria  (Idaho)  Citizen  for  one  dol¬ 
lar  a  month. 

He  returned  to  Kansas  and  operated 
the  Lynn  County  Republican  at 
Mound  City,  Kansas,  until  1900  and 
migrated  to  Washington  where  he  es¬ 
tablished  the  Everett  Tribune.  In  one 
summer,  Mr.  Lorton  said,  he  “went 
broke:”  He  then  became  managing 
editor  of  the  Walla  Walla  (Wash.) 
Daily  Union  in  1902  and  soon  after 
founded  the  Walla  Walla  Bulletin 
which  he  sold  in  1911  to  go  to  Tulsa 
as  the  managing  editor  of  the  Tulsa 
World,  then  owned  by  George  Bayne. 

Bayne  sold  the  newspaper  in  1913 
to  Lorton  and  Charles  Dent.  In  1917 
Lorton  purchased  Dent’s  interest  for 
$75,000.  Today  the  newspaper  prop¬ 
erty  and  its  nine-story  building  is 
valued  at  several  million  dollars. 

Publisher  Lorton  is  a  member  of  the 
International  Joint  Commission.  He 
and  his  son  both  share  the  same 
hobby,  their  5,000-acre  ranch  in  ad¬ 
jacent  Rogers  County. 

Officials  of  the  World  Publishing 
Company  are  Eugene  Lorton,  presi¬ 
dent  and  publisher,  F.  O.  Larson,  vice- 
president  and  business  manager,  N  ; 
G.  Henthome,  vice-president  and  edi-  j 
tor,  and  Robert  E.  Lorton,  secretary  | 
and  treasurer.  _ _  ! 

Mich.,  June  25  with  Sam  Love,  New  I 
York  city  newspaperman,  and  former  I 
Marshall  resident.  | 

Daniel  J.  Donahue,  formerly  with  | 
the  Cincinnati  Post,  has  joined  ffie  na-  j 
tional  advertising  department  of  the  j 
Minneapolis  Star,  ^fore  going  to ' 
Cincinnati,  Mr.  Donahue  was  with , 
the  merchandising  staffs  of  the  New  | 
York  Herald  Tribune  and  the  Amer-  i 
ican  Weekly.  i 

Joseph  P.  Kennedy  of  the  Newark 
(N.  J.)  Sunday  Call’s  advertising  staff 
has  joined  the  New  York  Herald 
Tribune.  He  will  specialize  in  auto-  | 
mobile  advertising.  I 

J.  Luther  Wright  has  joined  the 
Knoxville  (Tenn.)  Journal  advertis¬ 
ing  staff.  He  is  a  specialist  in  food 
(Continued  on  next  page) 
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vvas<  one  <)f  the  most  widely  quoted  writers  at  the  Con¬ 
ventions.  Her  dispatches,  brief,  pointed,  well-informed, 
furnished  tahie-talk  in  every  city  where  published. 

'riiere  has  never  been  a  feature  anything  like  Alice 
Longworth's  daily  dispatch. 

By  wire  or  air-mail. 

The  MeNau^t  SyniUcate,  Ine* 


V.  V.  McNin 
Chairman 


TIMES  BUILDING  Charles  v.  Mcadam 
NEW  YORK  President 
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The  campaign  is  on — and  what 
a  campaign! 

Every  citizen  has  a  chip  in  the 
political  pot.  And  every  citizen, 
through  news  dispatches,  is 
watching  the  play  of  the  political 
hands. 

But  the  action  is  so  fast,  so  wide¬ 
spread,  that  readers  need  more 
than  a  running  report.  They  need 
explanation  of  the  strategy,  dis¬ 
closure  of  the  forces,  understand¬ 
ing  of  the  ]>ersonalities  involved. 

They  need  THE  WASHINGTON 
MERRY-GO-ROUND,  the  na¬ 
tion’s  outstanding  column  on  the 
nation’s  affairs,  hy  Drew  Pearson 
and  Robert  S.  Allen.  It  clarifies, 
interprets  and  weighs  every  as¬ 
pect  of  the  campaign. 

Always  an  ace  feature,  from  now 
1  on  it’s  a  MUST  feature.  Write 
today  for  samples  and  terms. 
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Qeature 

BOLRJAILY  ^  WVTMni 
iitnrrwi  Hmnmget 


220  l'.AST  42nd  STREET 
NEW  VORK 
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advertising  and  will  devote  his  major 
efforts  to  this  line. 

Gordon  Snow,  formerly  with  the 
Hearst  International  Advertising  Ser¬ 
vice  in  Boston,  is  now  with  the  clas¬ 
sified  department  of  the  Boston  Eve¬ 
ning  American  and  Sunday  Adver¬ 
tiser. 

Mark  Byron  III,  long  active  in  fi¬ 
nancial  advertising,  has  been  ap¬ 
pointed  to  the  New  York  American 
advertising  staff.  He  was  well  known 
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The  Journalist,  merged  1907;  Nercspap^dom. 
merged  1925:  The  Fourth  Estate,  merged  1927. 

TMks  Pftteoted,  Kecistered  and  Contents  Copyriglitfd  ti\ 
THE  EDITOE  A  PUBLISHER  COMPANY,  1N< 
James  Wright  Brown.  President  and  Editor 
Chariee  B.  Groomes.  Treasurer 
J.  W.  Brown,  Jr.,  Seoretarr- 
Arthur  T.  Robb,  Director. 

General  Offices: 

Seventeenth  Floor  Old  Times  BuiWing 
42nd  Street  and  Broadway.  New  York  City,  N .  1 
Teievhones: 

BRyant  9.3052,  3053,  3054,  3055  and  3056 
The  Oideet  PuUiahers’  and  Advertisers'  Journal 

_ in  America _ 

_  Every  Saturday  Since  18S4 _ _ 

Arthur  T.  Rohb,  ExecuHw  Hditor;  Warr«»  L.  Ba»tl 
Managint  Editor;  Bice  Clemow.  .4d»n«  Sevs  Editor, 
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IMiiabeth  McMahon,  CaeAier;  8.  L.  Dare.  Likrartan. 


Washington  D.  0.  Correspondent:  General  Press  Assm.. 
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James  J.  Butier  and  George  H.  Mannirc,  Jr.,  ip:* 
Kational  Press  Club  Bldg-.  Phone  MetropoliUn  1080. 
rhieago  Correypondent;  George  A.  BrandenW_ ^1 
/xmden  Quarmtee  and  Accident  Btaldtng,  360  .\ortA 
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IVific  Coast  Ropreeentativee:  E^torial:  CmpbeUW'at- 
«o.  2132  Derby  Slrsel,  Berkeley,  CaL,  Tdephone:  Thom- 
viall  5557:  Ken  Taylor.  1215  Forth  Hobart  BovL.  ^ 
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Kenger-Hall  Co.,  Ltd.,  Ban  Franasoo.  235  Montgm^ 
Street,  Telephone  Garfield  6740.  Los  An^e^  1151  S 
Eroodiray,  Telqihone,  Proepeot  3471;  Seattle,  1004 

.Second  .tieniie.  Telephone  Seneca  4480.  _ 

Ixndon  Office:  c/a  The  Carton  Magaiine.  Grand  Build- 
ing.  TraWgar  8q..  W.  C.  2.  Allan  DeUfona,  Managw. 
Peril,  France  Offire;  76  rae  dee  Petite  Chamjm,  Sydney  It. 
'larke.  Manager.  Japan  ('orrospond®t,  Hans  R. 
Johansen,  c/o  The  Japan  Review,  Yokohama;  China 
ReprasaltatiT^  James  Shen,  the  Centre  News  Agency, 

Hung  Wu  Road,  Nanking,  China. _ 

Service  Numbers: 

Intemationat  Year  Book  Number— containing  cirr^- 
tioos,  advertiaing  rates.  News  and  Feature  Servicos. 
Names  of  Editors,  PuWishere.  and  Departmental  Execu¬ 
tives  of  more  than  2,000  newspapers  of  Umted 
and  ('anada  with  basie  data  of  leading  newsMpere  of  the 
World— last  Saturday  in  January— "A.  N.  P.  A."  num¬ 
bers  last  two  Saturdays  in  April— A.  N.  P.  A.  Medianical 
Confereooe  last  Saturday  in  May— Advertismg  Conven¬ 
tion  number  fourth  Saturday  in  June— Annual  Syndicate 
and  Feature  Number  third  Saturday  in  September— 
Newspaper  linage  sUtmtics,  monthly,  annually  and  soni- 
.nn...lly  in  February  and  August— Monthly  Equipment 
Review  second  Saturday  each  month— Annual  compila¬ 
tion  of  American  Newspaper,  meduinic^  data--I>»  and 
Paper  Sues— Mats  and  depth  of  Columns— Kind  ai^ 
Amount  Newspaper  Equipment,  etc. — last  Saturday  in 
Ootober.  ...  ■.  , 

Market  Guide— the  space  buyers  key  to  1500  city  and 
town  in  United  States  and  Canada— containing 

lasie  standartWl  merdiandiaing  and  marketing  data  on 
all  newspaper  markets— last  Saturday  in  November. 
Sise  of  type  page  8H  X 

du)  on  four  oolumim-total  of  672  agate  Imes  to  the  page- 
Dii^y  adrertiung  rates:  transient,  7Se  per  agate  line. 


UlIM 

Agata 

1 

Time 

6 

Times 

13 

Times 

26 

Times 

52 

Times 

1  PacB 
*iP»ee 
34P»t» 

672 

336 

168 

84 

42 

$250 

140 

75 

SO 

30 

$225 

120 

70 

45 

25 

$200 

no 

65 

40 

20 

$190 

100 

60 

33 

17 

$168 

95 

55 

30 

16 

of  $16  per  week  earns  as  low  a  rate  on  a  52  tin^  li^  as 
any  other  schedule,  namely.  $168  per  page;  $95  half  imgc: 
$55  quarter  page. 

I  lasnfied  rates:  75c  per  agate  Ime  one  tmie:  bOc.  per  agate 
line  four  times. 

Situations  wanted:  50c.  per  agate  Ime  one  t^:  40c.  i»m- 
agate  line  three  times  (count  six  words  to  the  line). 
Subscription  rates:  By  mad  payaUe  m  advance  Uni^l 
.Statm  and  Island  Pomessions.  $4  per  year;  Canada  $4..')0; 

f  lu^tas;  Throe  suhsoriptioos  to  separata  addresses  for 
(me  >mr  or  oDe  subecriptioQ  for  three  yeere,  $10; 
Hve  Bubsoriptioos  to  different  addresses  for  one  yew  wh 
lo  ooe  submptioa  for  five  years,  $^tan  8ub^ption.B 
one  year  or  one  for  tan  .vears,  $25.  Member  Asso¬ 
ciated  Business  Papers.  r  r.-  i  .• 

'  harter  Member  of  the  Audit  Bureau  of  Ciroj^tious 

.  J  —..a  **A  H  f'  *'  Ota  fAllAtara’ 


Six 

Ended 

Net 

Paid 

Total  Die- 
tributioii 

Dee  31.1935 

10.178 

11.206 

*  1934. 

9,651 

10,607 

1933 

8.625 

9.819 

1932 

9,337 

10.488 

-  1031 . 

10.116 

11,120 

•  1930. 

ia403 

11,417 

10,180 

11,564 

•  i»*L  _ _ 

8,967 

10.019  ' 

ill  hanking  circles  and  was  appointed 
director  of  advertising  and  new  busi¬ 
ness  at  the  Passaic  National  Bank  & 
Trust  Company,  in  1933. 

IN  THE  EDITORIAL  ROOMS 

SAM  ABBOTT  has  been  appointed 
managing  editor  of  the  Clarksdale 
(Miss.)  Register. 

Harold  D.  Valpey,  managing  editor, 
Lynn  (Mass.)  Item,  was  reelected 
first  vice-president  of  the  Lynn  Lions 
Club  at  its  annual  meeting,  June  25. 

Philip  A.  Lajoie,  managing  editor, 
L'Independent,  French  language  daily. 
Fall  River,  Mass.,  was  toastmaster  at 
the  banquet  marking  the  feast  of  St. 
Jean  Baptiste,  in  the  Eagle  restaurant. 
Fall  River,  June  28. 

D.  A.  Dennison,  associate  editor, 
Bradford  (Pa.)  Herald,  has  resigned 
because  of  ill  health. 

James  Fries  has  joined  the  Knox¬ 
ville  (Tenn.)  Journal  copy  desk  staff. 

Ben  Mendoza  of  the  Toledo  News- 
Bee  city  staff  has  resigned  to  join  the 
Toledo  Blade  city  staff. 

John  Grigsby,  University  of  Toledo 
graduate  and  editor  of  the  college 
weekly  this  year  has  joined  the  To¬ 
ledo  Blade. 

Glen  W.  Naves  of  the  Sjxirtauburg 
(S.  C.)  Journal  staff  and  Editor  & 
Publisher  corespondent,  has  been 
named  to  the  Palmetto  Council  court 
of  honor.  Boy  Scouts  of  America, 
filling  the  unexpired  term  of  John 
Dana  Wise,  who  recently  became  pres¬ 
ident  and  publisher  of  the  Richmond 
(Va.)  Tinies-Dispatch. 

Miss  Marion  Koch,  librarian,  She¬ 
boygan  (Wis.)  Press,  and  EIditor  & 
Publisher  correspondent,  was  recently 
elected  president  of  the  Sheboygan 
Business  and  Professional  Women’s 
club.  She  has  been  re-appointed  ed¬ 
itor  of  the  Wisconsin  Business  Woman. 

CJeorge  Lofton.  Monroe  (La.)  World: 
Will  Caruthers,  Memphis  Press;  Deane 
Allen,  Little  Rock  (Ark.)  Democrat: 
Dell  Willis  and  wife.  Fort  Worth  Press; 
Joe  Roppolo  and  Miss  Marie  McDon¬ 
ald,  Shreveport  Times;  Bill  Dyer, 
Knoxville  News  Sentinel;  Douglas 
Manship,  Baton  Rouge  (La.)  State 
Times:  Robert  Shelton,  Birmingham 
(Ala.)  Post:  Miss  Eklna  Norris  and 
Miss  Phoebe  Huxford,  Mobile  (Ala.) 
Press  Register;  and  Wilfred  D’Aquin 
and  wife.  New  Orleans,  attended  the 
third  annual  southern  district  marble 
tournament  at  Gulfport,  Miss.,  last 
week. 

Walter  Cleorge,  former  Seattle 
newspaperman,  has  gone  into  the  re¬ 
sort  business.  He  recently  purchased 
a  452  acre  tract  at  Flaming  Geyser 
Park. 

Arthur  Laro,  former  Sav  Antonio 
Light  reporter,  has  joined  the  Hous¬ 
ton  Press. 

Elliott  P.  Metcalf,  sports  editor,  Ta¬ 
coma  (Wash.)  Times  and  E.  B.  Sny¬ 
der  of  the  Tacoma  Daily  Ledger  ed¬ 
itorial  staff  have  been  selected  by  the 
Tacoma,  Wash.,  Lumbermen’s  Club  to 
serve  on  the  committee  in  charge  of 
their  annual  golf  tournament.  July 
24,  at  the  Tacoma  Country  and  Golf 
Club. 

Don  Chase  has  been  moved  from  the 
Albany  Times-Union  slot  to  the  rim, 
with  Manshall  Taylor,  city  editor  his 
successor.  Bert  ^arup  former  Sun¬ 
day  editor  and  slot  man  becomes  city 
editor. 

V.  H.  Torrance,  formerly  of  the 
Dallas  Dispatch,  has  joined  the  San 
Antonio  Express. 

Richard  McAllister  has  rejoined  the 
San  Antonio  Express  and  News  as 
cameraman,  succeeding  Charles  Ray. 

Maj.  Robert  W.  Reed,  news  editor, 
Kansas  City  Star,  was  elected  presi¬ 
dent  of  the  Missouri  Reserve  Officers 
I  Association,  at  its  recent  annual  meet¬ 
ing  at  Columbia. 
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W.  ARCHIBALD,  tormer  prosi¬ 
ly  •  dent  of  the  Oklahoma  Press 
Association  and  publisher  of  the  | 
Durant  (Okla.) 
Daily  Democrat, 
is  one  of  the 
oldest  Oklahoma 
publishers,  hav¬ 
ing  established 
the  Democrat 
Printing  Com¬ 
pany  in  Durant 
June  1,  1910,  and 
having  been 
continuously  at 
its  head  since 
that  time. 

Mr.  Archibald 
is  a  native  of 
Texas,  born  in  Hunt  County  in  1888. 
going  to  southwest  Missouri  at  an  i 
early  age  and  moving  to  Oklahoma 
before  statehood  in  1907.  After  a  year 
in  school  at  Ardmore,  Okla.,  Mr. 
Archibald  entered  the  office  of  the  • 
Love  County  News  at  Marietta,  Okla..  < 
in  the  employ  of  M.  E.  Moore. 

When  Mr.  Moore  was  appointed  , 
president  of  Southeastern  State : 
Teachers  College  at  Durant,  Mr.  Arch-  . 
ibald  continued  the  publication  of  the  { 
newspaper  at  Marietta  until  it  could  ; 
he  sold.  Out  of  appreciation  Mr 
Moore  insisted  that  Mr.  Archibald 
purchase  an  interest  in  a  weekly 
newspaper  in  Durant,  and  financed 
the  purchase  for  him.  Soon  there¬ 
after,  Mr.  Archibald,  with  his  pres-  . 
ent  associate  in  business,  R.  F.  Story, 
bought  the  Durant  Daily  News,', 
changing  the  name  to  the  Durant 
Daily  Democrat,  and  consolidated  it  j 
with  the  weekly  Bryan  County  Dem¬ 
ocrat.  Both  publications  have  been 
published  under  the  .same  head  since 
that  date. 

As  a  civic  worker  in  his  home  town 
he  has  been  most  active.  He  served 
two  terms  as  president  of  the  Cham¬ 
ber  of  Commerce,  is  a  past  president 
of  the  Durant  Rotary  Club,  and  while 
he  has  no  political  ambitions,  he  takes 
some  interest  in  local  politics.  He  was 
a  member  of  the  Red  River  Valley 
Flood  Control  commission,  and  has 
served  as  member  of  the  Oklahoma 
conservation  commission . 

He  is  a  member  of  numerous  social 
organizations  and  has  served  several 
years  as  a  member  of  the  board  of  di¬ 
rectors  of  the  Okliihoma  Press  Asso¬ 
ciation.  He  is  married  and  the  father 
of  three  children. 


Louis  Meeker,  Ixaik  page  editor, 
Kansas  City  Star,  has  returned  fol¬ 
lowing  a  year’s  leave  of  absence. 

(jeorge  Longstreet,  veteran  mem¬ 
ber  of  the  Newark  (N.  J.)  Evening 
News  editorial  staff  was  70  on  June  26. 

Phil  Koury,  reporter.  Kansas  City 
Star,  is  recovering  from  a  severe  ill-  , 
ness  resulting  from  an  infection  in  a  | 
foot. 

George  M.  Moreland,  roving  col¬ 
umnist,  Memphis  Commercial  Appeal. 
was  honored  at  a  dinner  June  24  by 
citizens  of  Hardy,  Ark. 

Will  Riley,  of  the  Greenville  (S.  C.)  , 
News  staff,  left  June  24  for  Columbia, 
S.  C.,  where  he  will  undergo  an  op¬ 
eration  at  the  United  States  Veterans 
Hospital. 

Edward  D.  Chambon,  Kansas  City 
Star  photographer,  was  .seriously  in¬ 
jured  in  an  automobile  accident  June 
27  in  which  his  brother,  a  pressman, 
and  his  st^father,  were  killed. 

Harry  Hamby,  feature  writer,  Terre 
Haute  (Ind.)  Tribune-Star,  suffered 
a  sli^t  fracture  of  the  skull  while 
covering  the  meeting  at  the  police 

(Continued  on  page  26) 
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"WHY  DO  YOU 
BUY  ALL  YOUR 
FEATURES 
FROM  THE 
CHICAGO 
TRIBUNE- 
NEW  YORK 
NEWS 

SYNDICATE?" 


Baid  ih)'  iiianugiiig  i-ditor  to 
the  owner  of  one  of  the  most 
'iireessfiil  new>pa|ier.'  in  -outh- 
eni  Texas.  I  The  former  hail 
lieeii  iiu'lineal  to  buy  feature 
material  from  a  iiiiiiiher  of  small 
svnilieates.) 


i 
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"BECAUSE  IT  IS  GOOD 
SOUND  BUSINESS  TO 
USE  FEATURES  THAT 
HAVE  PROVED  THEIR 
METTLE  IN  TWO  OF 
THE  LARGEST 
NEWSPAPERS  IN  THE 
COUNTRY. 
PERSONALLY,  I'D 
RATHER  PAY  A  LIHLE 
MORE  AND  DO 
BUSINESS  WITH  AN 
ORGANIZATION  I 
KNOW  SOMETHING 
ABOUT— AND  ONE 

that  always 

TREATS  ME  FAIR!" 

— replied  the  owner. 


CHICAGO  TRIBUNE- 
NEW  YORK  NEWS 
SYNDICATE,  INC. 

ARTHUR  W.  CRAWFORD 

Gen^rol  Monoqe'' 

News  Bldg.,  220  East  42nd  S* 
NEW  YORK 
MUrray  Hill  2  1234 
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THE  NEW  INTERTYPE  NEWSPAPER  FACE 


aND  aCDS  TWO 


Another  big  newspaper  turns  to  Intertype  Regal !  And 
just  to  make  it  doubly  hard  for  the  local  eye  specialists, 
the  Detroit  Times  also  goes  to  a  larger  type  size — from 
7  point  to  8  point.  Note  in  the  column  at  the  right  — 


INTERTYPE 

MfiCHINES 

★ 


which,  incidentally,  is  a  specimen  of  8  Point  Intertype 
Regal  No.  1  —  how  this  progressive  Hearst  paper  told  of 


its  new  type  dress  in  a  recent  front  page  announcement. 


In  addition  to  its  new  type  dress,  the  Times  has  further  improved  its 
composing  room  facilities  by  the  installation  of  two  Model  C  three- 
magazine  Intertype  machines.  There  are  now  thirty-nine  line  compos¬ 
ing  machines  in  the  Times  plant  — of  which  thirty-four  are  Intertypes. 


^'Joining  the  front  rank  of  easy- to- 
read  newspapers,  the  Detroit  Times 
today  appears  in  8  Point  Regal,  a 
new  and  larger  type  face  of  which 
this  is  a  sample. 

**  Produced  by  the  world’s  most  ex¬ 
pert  designers,  the  new  type  will  be 
restful  to  the  eyes.  Special  consid¬ 
eration  has  been  given  to  such  let¬ 
ters  as  a,  e,  and  o,  which  ordinarily 
tend  to  become  blurred  after  con¬ 
tinued  reading. 

»eThe  Times  believes  that  the  new 
type  will  add  substantially  to  your 
pleasure  in  reading  the  newspaper 
—  whether  you  read  it  in  a  jolting 
street  car  or  bus  or  in  your  favorite 
easy  chair  at  home.” 


Printed  matter  about  the  latest  Intertype  machines,  including  the  new 
“four-deckers,”  will  be  sent  to  you  on  request.  Also  specimens  of  the 
Intertype  Regal  News  Type,  which  is  made  in  a  wide  range  of  sizes  and 
two-letter  combinations  for  all  requirements. 


STEP  AHEAD  WITH  INTERTYPE 


Brooklyn,  New  York,  360  Furman  St; 
Chicago,  130  North  Franklin  St;  New 
Orleans,  1007  Camp  St.;  Los  Angeles, 
laso  South  Maple  Ave.;  San  Francisco, 
500  Sansome  St;  Boston,  80  Federal 
St;  Canada,  Toronto  Type  Foundry 
Company  Limited,  Toronto 
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better  libel  laws 

ASKED  BY  EPU 

Empire  Press  Union  at  London  Also 
Seeks  Recognition  of  Property 
Rights  in  News  and  Ex¬ 
change  of  Newspapermen 

(.Special  to  Editor  &  Publisher) 
London,  June  16 — Extravagant  dam¬ 
ages  awarded  against  newspapers  for 
trivial  libels,  recognition  of  property 
rights  in  news,  and  the  possibility  of 
exchanging  newspaper  men  between 
various  countries  of  the  Empire  to 
help  widen  their  experience,  were  the 
three  principal  subjects  discussed  at 
the  first  annual  conference  of  the  Em¬ 
pire  Press  Union  just  held  here. 

Previously  conferences  of  the  Union 
have  been  held  every  five  years  but 
at  last  year’s  meeting  in  South  Africa 
it  was  felt  that  the  gap  between  con¬ 
ferences  was  too  long  and  it  was 
decided  to  bring  about  more  contin¬ 
uous  association  between  the  news¬ 
papers  and  news  agencies  of  the  Brit¬ 
ish  Elmpire. 

Major  Astor,  M.  P.,  proprietor  of 
the  London  Times  was  host  to  the 
conference,  which  was  held  at  his 
house.  Request  was  made  at  the 
opening  meeting  for  the  Prime  Min¬ 
ister  to  receive  a  deputation  to  urge 
the  need  for  reduced  terminal  and  in¬ 
ternal  transmission  charges  for  Press 
cables.  It  was  regretted  that  in  deal¬ 
ing  with  the  question  of  cheaper  press 
rates.  Cable  and  Wireless  Ltd.  had 
shown  a  negative  attitude. 

Kenneth  Henderson,  manager  of  the 
Legal  Department  of  Associated 
Newspapiers  Ltd.,  placed  before  the 
conference  at  its  second  meeting  a 
bill  to  amend  the  present  law  of  libel, 
designed  to  abolish  the  type  of  action 
described  as  “guessing  competitions” 


and  “a  pleasant  form  of  speculation 
in  which  the  potential  profit  is  large 
and  the  amount  which  need  be  in¬ 
vested  very  small.” 

Newspapers  must  take  some  of  the 
blame,  Mr.  Henderson  declared.  They 
tended  to  give  more  and  more  space 
to  personal  rather  than  impersonal 
news  and  it  was  difficult  to  be  per¬ 
sonal  without  at  times  being  offensive. 
Juries  could  not  be  expected  to  draw 
too  fine  a  distinction  between  state¬ 
ments  that  were  defamatory  and 
those  that  were  merely  offensive. 
Here  the  remedy  lay  in  the  news¬ 
paper’s  own  hands.  But  when  full 
allowance  had  been  made  for  troubles 
created  by  the  newspapers  them¬ 
selves  there  was  a  great  and  growing 
volume  of  libel  litigation  directly  at¬ 
tributable,  Mr.  Henderson  declared, 
to  over-developed  case  law  and  to  the 
fact  that  the  damages  were  always 
large  in  libel.  The  bill  which  he  was 
asked  to  draft  was  directed  to  making 
the  law  of  libel  conform  more  with 
the  law  of  slander  and  to  extending 
the  discretion  of  the  Judge  as  to  costs 
in  some  classes  of  actions. 

Cases  in  which  a  man  brought  libel 
proceedings  against  a  newspaper  to 
make  money  rather  than  to  protect 
his  reputation  had  become  increas¬ 
ingly  frequent.  Juries  had  nothing 
tc  guide  them  and  therefore  any  per¬ 
son  might  recover  heavy  damages 
without  proving  that  a  technically 
defamatory  statement  had  caused  him 
the  loss  of  a  single  penny,  he  stated. 

Complete  approval  of  the  proposed 
bill  was  agreed  in  a  motion  passed  by 
the  conference  which  urged  the  coun¬ 
cil  of  the  Empire  Press  Union  to  work 
for  its  enactment  in  Gt.  Britain  and 
urged  overseas  sections  to  secure 
similar  laws  in  their  own  countries. 

Property  right  resided  in  a  news 
story,  in  the  output  of  those  who  re¬ 
ported  and  described  the  event  and 


conveyed  it  to  their  clients,  declared 
Sir  Roderick  Jones,  chairman  of 
Reuters  Ltd.,  who  urged  the  confer¬ 
ence  to  press  for  the  enforcement, 
either  by  means  of  the  International 
Convention  for  the  Protection  of  In¬ 
dustrial  Property,  or  by  any  possible 
better  means  of  the  principle  of  prop¬ 
erty  right  in  news. 

Sir  Roderick  recalled  how  nearly 
20  years  ago  Melville  Stone  secured 
in  the  Supreme  Court  of  the  United 
States  a  ruling  that  property  is  not 
less  worthy  of  protection  because  it 
was  intangible,  and  that  rights  in  that 
intangible  property  did  not  expire  on 
publication  but  endured  until  the 
commercial  value  had  passed  away. 

Interchange  of  journalists  between 
the  staffs  of  newspapers  in  Empire 
countries  was  suggested  by  Mr.  R.  M. 
Barrington-Ward.  His  own  experience 
of  the  relationships  involved  in  a 
scheme  for  the  exchange  of  news¬ 
papermen  had  made  him  a  warm  be¬ 
liever  in  the  idea.  A  plan  had  already 
been  drafted  under  which  newspaper 
men  from  overseas  would  be  invited 
to  accept  temporary  positions  in 
newspaper  offices  in  Great  Britain. 
Six  London  and  three  Provincial 
newspapers  had  approved  the  pro¬ 
posals  which  were  now  before  the 
overseas  newspapers  for  their  col¬ 
laboration. 

It  was  decided  that  arrangements 
for  the  interchange  of  journalists  be¬ 
tween  Great  Britain  and  the  Empire 
overseas  and  between  the  various 
countries  of  the  Empire  should  be 
made  between  the  various  sections 
of  the  Empire  Press  Union. 


NEW  LITERARY  SERVICE 

A  literary  agency  has  been  opened 
by  Eugene  Filteau,  at  274  Madison 
Ave.,  New  York,  to  accommodate  au¬ 
thors  in  this  country  and  abroad. 


PORTLAND  VERDICT  SET  ASIDE 

$380,000  Award  in  News  Counter 
Action  Will  Be  Re-Tried 

(Special  to  Editor  &  Publisher) 

Portland,  Ore.,  June  30 — A  $380,000 
verdict  awarded  to  the  Portland  News 
Publishing  company  against  Herbert 
Fleishhacker  and  C.  H.  Brockhagen 
by  a  jury  in  Circuit  Judge  Lusk’s 
court  recently  has  been  set  aside  by 
Judge  Lusk,  who  granted  Fleish¬ 
hacker  and  Brockhagen  a  new  trial. 
The  court  held  that  failure  to  with¬ 
draw  from  the  jury  testimony  to 
the  effect  that  the  News  Publishing 
company  did  not  know  of  the  exist¬ 
ence  of  a  lease  on  the  old  Telegram 
building  at  the  time  it  purchased  the 
Portland  Telegram  several  years  ago 
constituted  a  reversible  error.  ’There 
was  ample  evidence  that  represen¬ 
tatives  of  the  News  did  know  of  the 
lease’s  existence  the  judge  declared. 

The  action  was  brought  originally 
by  Fleishhacker  and  Broc^agen 
against  the  News  in  an  effort  to  col¬ 
lect  $46,300,  representing  the  amoimt 
of  a  judgment  obtained  against  them 
in  a  California  court  by  owners  of  the 
old  Telegram  building,  covering  ren¬ 
tals  on  the  building.  The  News  filed 
a  counter  action  for  damages,  alleging 
that  false  representations  were  made 
at  the  time  the  News  purchased  the 
Telegram.  The  $380,000  verdict  was 
awarded  on  the  counter  action. 

INSTALLS  AIR-CONDITIONING 

The  Lincoln  (Neb.)  Journal  has  in¬ 
stalled  air-conditioning  in  its  editorial 
and  business  offices.  Numerous  new 
articles  of  office  equipment  were  in¬ 
stalled  at  the  same  time.  Most  un¬ 
usual  situation  incident  to  the  change 
was  the  purchase  of  a  new  desk  for 
Hugh  McVicker,  night  telegraph  edi¬ 
tor,  who  mourns  for  the  old  one  which 
he  had  used  for  53  years. 


/ .P ,M cKinney  &  Sons 

NATIONAL  REPRESENTATIVES 


ROCHESTER  is 


The  Rochester  Times-Union  and  the 
Democrat  &  Chronicle  reach  150,000 
of  the  165,000  families  in  this  compact 
market.  These  newspapers,  each  with  a 
background  of  over  one  hundred  years, 
exert  daily  influence  on  NEW  buying 
and  add  momentum  to  regular  spending. 


ROCHESTER  TIMES-UNION  ^  DEMOCRAT  &  CHRONICLE 

GANNETT  NEWSPAPERS 
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Fun  in  Iowa 

WHEN  a  newspaper  devotes  a  ¥7' VERY  once  in  a  while  we  run  '-edar  uian,  <!»— me 

full-page  editorial  column  on  *  j  across  a  promotion  ad  with  a  1935  Utah  State  law  prohibiting  dental 

page  one  to  answer  the  promotion  ads  title  that  makes  us  say,  “we  didn’t  advertismg  came  in  for  vigorous  op- 

of  another  newspaper  ...  it  makes  know  that”  .  .  .  and  which  probably  position  from  memters  of  the  Utah 

news.  That’s  what  the  Cedar  Rapids  makes  advertisers  and  space  buyers  State  Press  Association  who  ad- 

Gazette  has  done.  say  the  same  thing.  dressed  the  annual  midsummer  out- 

Take,  for  instance,  the  trade  paper  ing  and  convenUon  of  that  organiza- 

_ _  ,ul  ad  placed  by  La  Presse,  “Canada’s  tion  here  yesterday.  There  was  but 

«  m.h^  ajrw  "LT  French  National  Newspaper.”  How  one  business  session  durmg  the  two- 
f  II  many  of  you  know  that  60.8  per  cent  day  gathering,  the  rest  of  the  time 

t  ILU  Mo  miLH  I  of  Montreal,  72.8  per  cent  of  the  Mon-  being  spent  in  visiting  scenic  and  his- 

‘  treal  Market  District  is  French?  And  torical  spots. 

?  iS  ww  how  many  of  you  know  that  “in  Mon-  George  H.  Harrison,  ^  publisher, 

treal  more  people  think,  speak,  read  Roosevelt  Standard,  president,  pre- 

,  '•  -  and  buy  in  french  than  in  any  other  sided,  and  Clyde  Epperson,  Kays- 

^  city  outside  Paris”?  And  knowing  all  ville,  chairman  of  the  legislative 

.  ‘  k",-'  'A  "5  ^  this  now.  aren’t  vou  more  ant  to  con-  committee,  led  the  discussions.  In  ad- 


We  Didn’t  Know  That 

'VERY  once  in  a  while  we  run 


DENTAL  LAW  OPPOSED 

Utah  Group  Will  Seek  Repeal — 
Newspaper  Tax  Attached 

{Special  t0  Editor  &  Publishir) 

Cedar  City,  Utah,  June  29 — The 
1935  Utah  State  law  prohibiting  dental 


Gazette  has  done. 


hr  « uitHt  rjT 

LLliiS^^'NKWHEIlf 


•Wk  f.  Jr’',-'  "5  this  now,  aren’t  you  more  apt  to  con-  committee,  leu  tne  discussions,  in  aa- 

b  Sider  the  advantages  of  using  the  dition  to  opposing  the  anti-dental  ad- 

French  newspaper  in  Montreal  if  you  vertising  act,  repeal  of  which  will  be 
want  to  sell  coffee  there?  sought,  speakers  attacked  the  coUw- 

■  Market  statistics  can  be  made  in-  a  tax  on  newspaper  subscrip- 

teresting  and  useful.  They  can  be  under  the  Ut^  general  ret^l 

Ir used  for  good  heads,  good  copy  slants,  sales  tax  act  of  1933,  holding  that 
La  Presse’s  ad  is  a  fine  example,  newspapers  fiumish  service  and  do  not 
§B  Think  what  could  be  done  with  New  properly  ^nie  under  the  classification 

York’s  market  statistics  .  .  .  not  for  merch^dise. 

“done”  sheets  but  for  general  nromo-  Roy  D.  Simmons,  promotion  man- 


XII  xvxvriiu^cix  xx  *  i  i  i_  ii 

want  to  sell  coffee  there?  sought,  speakers  attacked  the  coUw- 

Market  statistics  can  be  made  in-  a  tax  on  newspaper  subscrip- 

teresting  imd  useful.  They  can  be  lions  under  the  Utah  general  retml 
used  for  good  heads,  good  copy  slants,  soles  tax  act  of  1933,  holding  that 
La  Presse’s  ad  is  a  fine  example,  newspapers  furnish  service  and  do  not 
Think  what  could  be  done  with  New  properly  come  under  the  classification 


“dope”  sheets  but  for  general  promo-  Simmons,  promotion  man- 

tion  ads:  “33  per  cent  of  the  people  Lake  Triune,  spoke  on 


in  New  York  were  bom  abroad”  .  .  . 
“440,000  New  Yorkers  were  bom  in 


“Fishing  for  Sales  With  Live  Bait.”  He 
discussed  the  Utah  State  Tax  Com- 


.  .  “101,000  babies  were  bom  mission’s  recent  successful  experi- 


in  New  York  last  year.” 


It  may  be  all  right  for  the  Des  _ 

Moines  Register  and  Tribune  to  claim  You're  In  MONTREAL  ...iBil 
that  Iowa  is  a  city  that  is  pretty  well  |^\  ~  "7; 

covered  by  the  Register  and  Tribune.  ^ 

But  it  isn’t  all  right  with  some  of  the  V,  •  ^ 

ottier  cities  or  some  of  the  other  pa- 
pers  in  Iowa.  ITie  Cedar  Rapids  Ga-  *7.  ,^ 
zette  doesn’t  like  it  at  all.  J  .  ’’  .~r'  "  - 

To  the  Gazette,  Iowa’s  richest  mar-  •  "'i 

ket  is  Cedar  Rapids  .  .  .  not  Des  »«|tr**i mrrrit bibtbict 
Amouics.  To  tbc  Gszcttc.  Cedm*  Rsp—  *ai»B«r»A»  ^  ^  -Tk.J"* 

ids  can’t  be  covered  by  the  Des 
Moines  Register  and  Tribune.  ^ 

The  Gazette  is  pretty  hot  about  it . .  ■■-rrr-ri-,.  . . . 

So  hot  that  it  sent  copies  of  the  June  - 

19  issue  containing  the  column  in  From  Bostc 

question  to  advertisers  with  a  yellow  ^ROM  Boston  comes 
sticker  on  the  front  page  and  a  heavy  P  best  attended,  most 
red  pencil  mark  to  mark  the  column,  the  NNPA  conventions. 


ment  with  paid  newspaper  space  as  a 
means  of  reducing  the  amoimt  owing 
the  state  by  delinquent  taxpayers. 
Other  guest  speakers  were  J.  H. 
McGibbeny,  state  fair  trade  prac¬ 
tices  compliance  director;  Stanley  J. 
Stephenson,  executive  -  secretary  of 
the  Utah  Manufacturers  Association, 
and  Mayor  Hunter  of  Cedar  City,  who 
gave  an  address  of  welcome. 

SUYDAM  TEMPORARILY  OUT 

(Special  to  Editor  &  Pvblisher) 
Washington,  D.  C.,  July  1 — Henry 
Suydam,  former  Washington  corre¬ 
spondent  for  the  Brooklyn  Eagle,  and 
special  $10,000  assistant  to  Attorney 


From  Boston  special  :t>iu,0uu  assisiani  lo  Auorney 

FT5/~»ii/r  D  *  f  iu  General  Homer  S.  Cummings,  as- 

ROM  Boston  comes  news  of  the  .  ,  ..  ,  7?^ _ , 

best  attended  most  active  of  all  signed  to  press  relaUons,  for  the  past 
,1..  S.!  ™;,!;:”'  were  J’'"’  <>"•  »<  -fflee  Wednesday  a. 


The  sticker  gives  figures  to  show  delegates  from  the  South,  from  Louis- 
how  thoroughly  the  Gazette  covers  ville  and  Knoxville;  there  were  dele- 


a  result  of  an  inconspicuous  proviso 
in  the  Justice  Department  appropria- 


the  Cedar  Rapids  market  and  how  gates  from  the  Middle  West,  from  effwtive  wl^  the  new  fi^ 

thinly  other  papers  cover  it.  It  claims,  Chicago  and  Columbus  and  Cincin-  began  J  toy  1.  '^e  bill  provide 

also,  that  the  Gazette  “carries  the  nati;  there  were  delegates  from  the  qualified  lawyers  sl^U 

largest  total  volume  of  paid  advertis-  Pacific  Coast,  from  Portland,  Ore.  And,  sp^ial  a^tmts  to  toe 

ing  of  any  Iowa  newspaper.”  of  course,  there  were  more  delegates  chtof 

T^e  rolumn.  under  the  bv-line  of  fVi-x  iTo..*  trained.  The  press  relations  chief 


ing  of  any  Iowa  newspaper.”  of  course,  then 

TTie  column,  under  toe  by-line  of  from  toe  East. 
Verne  Marshall,  rips  into  a  Register  Highlights  of 
and  Tribune  ad  placed  in  Time  mag-  the  address  by 


f  *•  is  now  on  leave  of  absence  and  it  is 

Highlights  of  toe  convention  were  ,  ,  j  u  _  a. 

toe  address  by  Dr.  A.  D.  H.  Kaplan 


and  Tribune  ad  placed  m  Time  mag-  the  address  by  Dr.  A.  D.  H.  Kaplan 
azine  as  well  as  page  ads  inserted  in  of  toe  Bureau  of  Labor  Statistics,  De- 
the  Register  and  Tribune.  The  column  partment  of  Commerce,  who  described  ^ 

bristles  with  such  warm  phrases  as  the  new  Consumer  Census,  Leo  Me-  mandate  of 

“ttie  preposterous  nature  of  this  mis-  Givena’s  advice  on  how  to  run  a  ^*'8ress.  _ _ 

representation  .  .  .  prostitutes  its  o^  promotion  department  and  how  to  do  MILWAUKEE  STRIKE  AID 
advertising  with  misrepresentation  a  promotion  job,  toe  various  discus-  ,  -ci  n  ui-  u  * 


ridiculously  misleading  state-  sion  meetings.  Bill  Thomson’s  descrip' 


MILWAUKEE  STRIKE  AID 

Charles  E.  Broughton,  publisher  of 


ments.”  tions  of  the  ’work  of  the  Bureau  of  the  Sheboygan  (  Wis )  I^ess  ^d  Wis- 

The  column  starts  off  with  this  Advertising,  Roy  Dickinson’s  latw  on  co*'S“'  Democratic  National  Commit- 
paragraph:  “Institutional  advertising  copy  angles.  teeman,  has  endorse  toe  Americ^ 

designed  to  sell  toe  public  on  toe  un-  For  good  work  during  the  last  year  Newspaper  C^tod  in  its  ^orts  to  gain 

varying  reliability  of  toe  advertiser  Dan  Sullivan  of  toe  Pittsburgh  Press  ‘'e^oftoition  from  toe  Hearst-ownw 
long  since  has  been  proved  of  great  was  again  elected  president,  F.l<a»  Wiaconstn  News,  Milw^^ee,  accord- 
imlue.  On  the  other  hand,  when  such  Lang  of  the  New  York  Herald  Trib-  to  a  commimication  from  toe  Mil¬ 
advertising  is  not  supported  in  fact  by  une  was  made  vice-president.  She  waohee  Newspaj^r  Gitoto  A  tele- 
the  reliability  which  an  institution  has  been  secretary.  Charles  Baum  of  gram  was  received  by  toe  Guild  June 
^nds  its  money  to  publicize,  that’s  toe  Portland  (Ore.)  Journal  was  again  ^  from  Broughton  in  answer  to  a 
something  else.  When  misrepresen-  made  treasurer.  And  Harold  Jewett  ^®tter  urging  the  Democrats  and  the 
tations  in  such  advertising  concern  of  the  Providence  Journal  was  elected  Wisconsin  publisher  to  take  a  lead^ 
the  Cedar  Rapids  Gazette  area,  this  secretary.  This  is  a  line-up  that  hi  the  fight.  The  striking  «h- 

newspaper  is  ready  to  state  toe  facts,  should  go  places  during  toe  next  year,  torial  wox^cers  have  also  revived  a 

and  call  its  shots  as  it  does  so.”  Allen  French.  resolution  of  support  from  the  state 

convention  of  toe  Socialist  Party. 


U.  S.  MARKET  BOOK  ISSUED 

Publication  It  Detigiied  to  Aid  Sales 
and  Advertising 

(Special  to  Editob  &  Pvilishir) 

Washington,  D.  C.,  June  30 — ^The 
Department  of  Commerce  has  issued 
the  Consumer  Market  Data  Handbook 
for  1936,  toe  latest  in  a  series  of  such 
publications. 

The  work  has  for  its  primary  func¬ 
tion  “to  assist  manufacturers  and  dis¬ 
tributors  of  consumer  goods  in  locat¬ 
ing  those  markets  where  promotional 
efforts  will  result  in  toe  maximum 
profitable  business.” 

The  first  Market  Data  Handbook 
received  toe  Harvard  Advertising 
Award  of  1929  for  its  furtherance  of 
toe  knowledge  and  science  of  adver¬ 
tising. 

The  handbook  is  designed  as  a  ready 
reference  book,  including  toe  most 
representative  and  useful  statistics 
pertaining  to  the  consumer  market. 
By  careful  market  analyses,  based  on 
material  in  this  book,  toe  distributors 
will  be  able  to  select  markets  that 
represent  toe  maximum  in  potential 
sales  and  not  dissipate  their  efforts 
in  unfruitful  fields,  says  toe  Depart¬ 
ment  of  Commerce. 

Some  of  toe  suggested  incidental 
uses  of  toe  market  handbook  include 
toe  setting  up  of  sales  and  advertis¬ 
ing  budgets,  spotting  of  territories 
that  need  further  strengthening,  toe 
overhauling  of  methods  of  distribu¬ 
tion,  the  location  of  branch  houses, 
etc. 


WHAT  OUR  READERS  SAY 

TEXAS  ISSUE  PRAISED 

To  EIditor  &  Publisher:  I  have  just 
finished  looking  over  the  Texas  Cen¬ 
tennial  Edition  of  Editor  &  Publisher, 
and  congratulate  you  upon  your  fine 
coverage  of  toe  subject. 

With  best  wishes. 

Sincerely  yours, 

Jesse  H.  Jones, 

Chairman,  Reconstruction  Finance 
Corporation,  Washington. 

IN  APPRECIATION 

To  Editor  &  Publisher:  Congrat¬ 
ulations  on  toe  Texas  Centennial  edi¬ 
tion  of  Editor  &  Publisher  which  is 
an  outstanding  success  and  a  fine  con¬ 
tribution  to  Texas  and  toe  Centennial. 
We  appreciate  the  leading  story  by 
Robert  Mann  which  is  excellent  and 
correct.  The  whole  edition  is  a  mas¬ 
terpiece  in  art,  tsrpography  and  read¬ 
ing  contents.  Such  great  interest  in 
Texas  as  is  demonstrated  by  this  fine 
edition  will  make  many  new  friends 
for  Editor  &  Publisher.  Best  regards. 

Cordially, 

Lowry  Martin, 

Publisher,  Corsicana  Daily  Sun. 


and  call  its  shots  as  it  does  so.” 

Ihe  trouble  apparently  is  that  toe 
Etogister  and  Tribune  thinks  of  itself 
ae  one  paper  while  the  Gazette  thinks 
of  the  Register  and  Tribune  as  two 


JAPAN  WANTS  TELEVISION 

(Special  to  Editos  X  Pubushsi) 
Washington,  D.  C,  June  30 — The 


INLAND  MEET  DATES  SET 

The  regular  fall  meeting  of  the  In¬ 


papers,  a  morning  and  evening  com-  Department  of  Cwnmerce  reports  that  land  Daily  Press  Association  will  be 
hination.  the  Japan  Broadcasting  Company  is  held  on  Oct.  13  and  14  at  the  9her- 

We  don’t  know  much  about  Iowa  considering  the  establishment  cd  a  col-  man  Hotel,  Chicago,  during  the  same 
.  .  .  but  we  had  thought  of  it  as  a  lective  lesearch  institute,  to  foster  toe  week  of  the  annual  convention  of  the 
[Vetty  peaceful  state.  We’ll  pay  more  grovrth  of  television  in  that  country.  Audit  Bureau  of  Circulations,  accord- 
attention  to  it  from  now  on  .  .  .  The  sum  of  200,000  yen  has  been  ad-  ing  to  John  L.  Meyer,  Inland  seere- 
inaybe  you  will,  too.  *  vanced  to  finance  this  work.  tary. 


NEWSPAPER 

APPRAISALS 

i  We  make  appraisals  of  | 
•  newspaper  pabUsblnf  prop- 
erttes  —  dally  or  weekly  —  In 
any  locality. 

One  or  more  experts  amons 
a  frou  of  speetaUste  in  thU 
Bald  inU  serve  eitker  on  a 
flat  rate  or  a  per  diem  fee 
basis.  I 

Wrtta  for  partlcalars.  AU 
matters  handled  la  strietast 
confldaaee. 

Alaa 

SALES— PURCHASES 

Newspaper  Appraisal 
Gwporation 

L.  Parker  Likely,  Free. 
Timas  BaildiBg,  New  York 


cameras.  In  some  organizations  it  had  Gent  to  remove  his  hat  and  toupee, 

been  customary  to  have  one  of  the  in  the  event  that  the  miracle  of 

staff  members  specialize  in  miniature  crushing-in  was  accomplished.  Boys, 

work.  This  system  is  expected  to  be  there  is  only  one  chance  in  a  million 

abolished  since  the  operation  of  a  to  get  that  shot.  If  the  Old  Man 

“Minny”  camera  is  not  any  more  diffi-  would  take  a  walk  in  the  open,  we 

cult  than  the  regular  standard  ap-  could  get  that  picture  by  hiring  one 

paratus.  of  those  movie  wind-makers  to  start 

*  *  *  his  machine,  which  would  be  strong 

SPEAKING  of  opportunities,  we  are  enough  to  blow  a  toupee  from  the 
reminded  of  a  recent  conversation  head  of  any  person.  Maybe  some 
ave  the  photographers.  As  a  matter  of  between  some  veteran  news-camera-  day,  old  John  D.  might  have  a  lapse 

rd-  fact  we  have  been  informed  that  the  men.  One  old-timer  was  complaining  ot  memory  and  forget  to  use  the  glue, 

for  picture  services  have  been  constantly  that  there  were  no  more  pictures  of  “Oh,  well,  boys,  I  guess  it’s  just  a 

re-  adding  men  within  recent  months.  individuals  which,  if  made,  could  dream,  but  honest  fellows,  it  is  the 

>me  To  those  writers  who  buy  cameras  bring  a  high  price.  He  recounted  the  only  picture  left  that  no  newspaper 

the  with  the  idea  of  making  their  own  names  of  famous  men  and  women  who  photographer  will  ever  get  imless  a 

at  one  time  had,  in  days  gone  by,  miracle  is  perfomed.” 

ries  t«M||||||||||||jgi  “a  decent  price  on  their  heads.”  An-  Gloom  again  descended  over  the 

ho-  other  veteran  interposed  with  his  group,  each  deep  in  thought  or  per- 


CAMERAS  RECOMMENDED  TO  WRITERS 
FOR  COLUMNS  AND  FREE-LANCING 


Associated  Press  Feature  Staff  Man  Brightens  Up  His  Daily 
Piece  With  Self-Made  Shot — Old-Timers  Gloomy  Because 
Only  Shot  Left  Is  “John  D.”  Toupee-less 


By  JACK  PRICE 


“Please  be  kind  enough  to  help  me 
out  and  give  me  some  advice  on  the 
camera  question,  and  if  it  is  not  too 
much  trouble,  will  you  also  give  me 
the  names  of  the  syndicates  which  buy 
pictures  and  what  type  of  stories  are 
most  saleable.  Thanks.” 

People  who  write  letters  like  this 
realize  that  an  article  or  a  series  has 
a  better  chance  of  being  sold  when  it 
is  well  illustrated.  It  is  too  expensive 
for  a  feature  writer  to  hire  a  pho¬ 
tographer  if  the  story  is  being  made 
on  speculation. 

There  are  also  features  or  special 
stories  which  can  be  had  exclusively 
by  the  writer  in  which  pictures  play 
an  important  part.  Many  such  assign¬ 
ments  are  best  covered  by  the  writer 
himself.  He  knows  best  what  should 
be  illustrated  to  make  his  story  at¬ 
tractive.  Sooner  or  later  almost  every 
feature  writer  will  operate  a  camera 
of  some  description.  His  work  will 
not  interfere  with  the  regular  pro¬ 
fessional  newspaper  photographer.  A 
writer  will  devote  his  energies  to  pro¬ 
ducing  a  story  and  will  utilize  his 
camera  only  where  it  is  absolutely 
necessary. 

Our  attention  has  been  directed  to 
the  remarkable  success  of  a  columnist 
on  the  staff  of  the  Associated  Press 
•who  within  ten  days  learned  enough 
about  a  miniature  camera  to  start 
illustrating  his  column.  We  refer  to 
Jack  Stinnett,  who  has  set  a  new  style 
for  columnists.  Mr.  Stinnett  realized 
that  a  little  color  would  make  his 
conunents  more  interesting  to  his  read¬ 
ers.  His  suggestion  was  accepted. 

Although  he  knew  nothing  about 
the  mechanism  of  a  camera,  Mr.  Stin¬ 
nett  took  instruction  from  the  chief 
of  the  photographic  staff  and  after 
ten  days  produced  successful  results. 
He  operates  a  miniature  camera  and 
when  he  covers  some  high- spot  about 
town  or  interviews  some  celebrity  he 
procures  a  few  “candid”  shots  which 
are  reproduced  at  the  top  of  his 
column.  The  intimate  touch  which 
he  has  acquired  with  the  camera  has 
already  become  a  characteristic  fea¬ 
ture  which  his  readers  expect. 

No  doubt  the  idea  used  by  Mr. 
Stinnett  will  soon  be  adopted  by  many 
other  columnists.  What  he  has  ac¬ 
complished  can  be  achieved  by  other 
writers  who  are  picture-mind^.  The 
one  “shot”  a  day  he  makes  to  high- 
spot  his  comments  cwtainly  cannot 
affect  the  employment  situation  of 


Jack  Stinnett 

photographic  illustrations,  we  advise 
that  they  take  a  short  course  of 
schooling  from  some  recognized  pro¬ 
fessional  news-cameraman.  A  news¬ 
paper  photographer  can  teach  the 
writer  many  little  tricks  which  will 
prove  valuable.  As  this  form  of  pho¬ 
tography  comes  under  the  heading  of 
pictorial  journalism,  it  would  be  cheap 
in  the  long  run  to  pay  some  seasoned 
news-cameraman  for  tutorship. 

In  reference  to  the  type  of  camera 
best  suitable  for  the  writer  or  corre¬ 
spondent  we  recommend  either  a 
miniature  with  a  fast  lens  or  the  new 
small  speed  graphic.  The  knowledge 
required  to  operate  either  box  is  about 
50-50.  If  the  scribe  wishes  to  operate 
in  the  “candid”  manner  and  does  not 
want  to  be  burdened  with  much 
apparatus,  our  suggestion  is  to  pur¬ 
chase  a  miniature  camera.  On  the 
other  hand  if  the  scribe  wishes  to  be¬ 
come  more  professional  in  his  picture 
activities  and  does  not  mind  carrying 
a  little  more  weight  and  equipment, 
we  recommend  the  newspaper  pho¬ 
tographer’s  standard  outfit. 

The  matter  of  selecting  a  camera 
depends  upon  the  type  of  work  for 
which  the  camera  is  intended.  Only 
recently  we  have  been  advised  that 
in  the  near  future  all  Associated  Press 
photographers  will  include  in  their 
regular  equipment,  a  miniature  cam¬ 
era  fitted  with  a  lens  working  at  a 
speed  of  F.I.9.  All  their  cameramen 
will  be  required  to  operate  both 


PHOTO  PRINT 

INCREASES  ADVERTISING 
EFFECTIVENESS! 


Advertisers  can  use  more  striking  layouts,  unique  composi¬ 
tions — if  you  install  the  Photo  Print  prtK'ess.  ( lives  you  “plus 
value”  to  sell.  Helps  you  build  linage. 

PHOTO  PRINT  simplifies  your  production  problem.  Ends 
composing  rtHtm  worries  in  handling  crowdetl  “fancy”  copy  by 
using  the  paste-up  methotl.  Permits  you  to  show  advertisers 
advance  pr(K)fs  Itefore  making  plate  of  complete  unit. 

The  Rectigraph  machine  is  a  vital  factor  in  the  Photo  Print 
process.  See  it  in  operation.  Call  the  Haloid  office  nearest  you 
for  a  demonstration  at  your  convenience.  For  information  on 
Photo  IMnt,  write  direct  to  The  Haloid  Company. 


The  Haloid  C<»mi*any 

KOC.IIKSTKK,  N.  Y. 


lifiKloii  Oflicr:  111  Milk  Si. 

('hicairo  Ofliw:  6(18  So.  DoartMirii  St. 
iVlroit  t^ffice:  1 1*)  Hlvd. 

IxM  .Xiiicelm  714  ScNilh  Hill  St. 

Nf*w  Ycwk  Oilitjr:  .(30  West  I2ud  Si. 
l*hilud«l|diia  1013  Chmlnut  St. 

San  Franciaco  Oflic**:  222  Kearny  St. 
Washington  Office:  1206  IBth  St.  N.  W. 
(4inadian  DUlrilmlom,  Hectigraph  Co. 
<»r  Canado.  Ltd.,  156  Ytaigc  St.,  Toronto 


FOR  KINK  PHOTO  iXlPlES 


Editor  &  Publisher  for  July  4,  19  36 


HEARN’S  CHANGE  TO  TIME  SELLING 

OF  FURNITURE  CAUSES  SURPRISE  displays  have  l^n  greatly  improved 

_  _  by  the  cooperation  of  a  display  coun- 

“Make  It  Easy  to  Buy”  Technique  Praised — Allied  Stores  to  cillor”  in  each  of  the  store’s  52  de- 
Use  National  Copy  on  Hardwicke  Line — June  Sales  partments.  ^  ^  ^ 

12  to  16  Per  Cent  Ahead  of  Last  Year  If  AIRE  PUBLICATIONS,  New 

By  RICHARD  WEBSTER  ^  York  trade  papers,  have  pro- 

.  ,  ,  ,.  „  ,  ,  .  duced  a  new  retail  sales  manual, 

U'T'HE  New  Hearn  Plan  for  the  Lektrohtes  Before  me  as  I  write  are:  “Better  Selling  in  Department  Stores,” 

1  Home — Buy  What  You  Need  a  seven-column  full-depth  by  Lewis  g  psychological  analysis  with  case 
for  Your  Home  at  Hearns  low  cash  Conger;  a  two-column  by  140  lines,  studies.  A  book  that  has  been  greatly 
PRICES — and  pay  out  of  income  (Only  signed  Wallach’s;  and  a  two-column  this  should  stimulate  store 

a  SmaU  Carrying  Charge  for  This  by  150  lines,  si^ed  Davega  with  a  iSSJmS  to  app™  scieJSc 
Service).”  Those  few  words  took  up  list  of  stores  (‘See  phone  book  for  methods. 

the  top  half  of  a  seven-column  full-  other  Davega  addresses)  and  a  cou-  “There  is  no  doubt  that  we  can 

depth  newspaper  advertisement  last  pon  for  mail  orders — only  five-eighths  measure  and  reduce  the  cost  of  sell- 

week  that  is  causing  much  discussion,  of  an  inch  deep,  but  fortunately  at  action”  is  the  motto  of  Miss  B. 
The  new  policy  of  installment  selling  column  foot.  Eugenia  Lies,  who  has  just  resigned 

by  a  store  that  has  been  on  a  strictly  -  .c-titoti  a  T»TnTr  *  *  t  j-  after  16  years  as  Director  of  Planning 
cash”  basis  was  not  entirely  a  sur-  EWSPAPER  coupons  for  direct  £qj.  h.  Macy  &  Co.  Miss  Lies  will 
prise.  Weeks  ago  this  store  had  pro-  orders  continue  in  a  variety  of  teach  in  the  University  of  Pittsburgh 

moted  a  large  sale  of  refrigerators  on  styles  and  for  a  variety  of  items.  Bureau  of  Retail  Training  and  will 

instalments  with  the  National  City  Stem  Brothers  $1  shirts,  five  types  practice  in  New  York  as  a  retail  plan- 
Bank  hnanciing  the  time  payments,  listed  on  a  coupon  which  seemed  to  riing  coimsellor. 

And  immediately  before  the  an—  me  to  make  no  provision  for  ordering  I^urray  ICatzman,  who  has  been  for 
nouncement  of  the  A4ost  Needed  In—  several  styles  mentioned  in  the  copy,  gjx  years  in  I\ilacy*s  interior  planning 
novation  of  ^tll  there  had  been  one  Saks  34th  Street  49c  hsle  socks,  reg—  and  ^onp 


column  looi.  ^  ^  ^  Eugenia  Lies,  who  has  just  resigned 

N after  16  years  as  Director  of  Planning 
EWSPAPEIR  coupons  for  ^  direct  jj  jj  Macy  &  Co.  Miss  Lies  will 
orders  continue  m  a  variety  of  in  University  of  Pittsburgh 

styles  and  for  a  variety  of  items.  Bureau  of  Retail  Training  and  will 

Stem  Brothers  $1  s^te,  five  t^  practice  in  New  York  as  a  retail  plan- 
listed  on  a  coupon  which  seemed  to  ^ing  coimsellor. 


And  immediately  before  the  an—  me  to  make  no  provision  for  ordering  I^urray  ICatzman,  who  has  been  for 
nouncement  of  the  A4ost  Needed  In—  several  styles  mentioned  in  the  copy,  gjx  years  in  I\ilacy*s  interior  planning 
novation  of  ^tll  there  had  been  one  Saks  34th  Street  49c  hsle  socks,  reg—  department  has  resigned  and  gone 
of  the  typical  Hearns  tieups  with  the  ularly  85c;  mail  orders  acropted  on  j^to  partnership  with  Gilbert  Rohde. 
Washington  administration — a  good-  two  pairs  or  more;  a  good  big  coupon,  jjjg  known  work  at  Macy’s  was 
sized  portrait  of  Secretary  of  Com-  Gimbels  on  Number  One  Ringless  Forward  House. 


merce  Daniel  Roper  and  some  rather  Sheer  Silk  Stockings  at  69c;  and — in 
vague  words  about  a  change  in  policy  the  same  advertisement,  another  cou- 


Gimbels  on  Number  One  Ringless  Forward  House 

leer  Silk  Stockings  at  69c;  and— in  McKinlay  president  of  Mar- 


recommended  by  Mr.  Roper.  pon — Kay  Dunhill 

There  is  nothing  vague  about  the  dresses  at  $3.98  each, 
actual  annoimcement.  A  box  in  the  Bloomingdale’s  on 
lower  right  hand  comer  reads:  silk  crepe  or  satin  sli] 


me  s^e  auwriiMmeni,  corner  cou-  ghall  Field  &  Co.  for  the  last  six  years, 
Kay  Dunhill  prmted  linen  jjgg  resigned  but  remains  on  the  board 


ire^s  ai  eacn.  directors.  He  went  to  work  for 

Bloommgdales  on  15,000  pvme  dye,  Marshall  Field  48  years  ago  as  a  cash 


lower  right  hand  comer  reads:  silk  crepe  or  satin  slips  at  $1.45  in  five  getting  $2.25  a  week.  He  was  in 
“What  You  Can  Buy  on  the  New  styles  identified  by  descriptive  names  treasurer,  second  and  first  vice- 

Heam  Plan  for  the  Home:  Furniture,  on  the  illustrations  and  in  the  coupon,  president  and  in  1930  succeeded 
Beds  and  Bedding,  Carpets,  Rugs  and  Abraham  &  Straus  on  $1  stitched  j™es  Simnson  as  oresident 
Linoleum,  Radios,  Refrigerators,  brim  crepe  hats.  The  A&S  coupon  is  simpson^as^presiaem. 

Washing  Machines,  Ironing  Machines,  the  only  one  of  this  group  to  mention  im-  i  •  •  •  n  * 

Gas  and  Electric  Ranges,  Automatic  sales  tax  in  New  York  C^!  I^‘ticaJ  crisis  in  Pans  is  not 

Water  Heaters.  On  purchases  of  $25  The  Bloomingdale’s  slips  were  ad-  passed  but  e  ^ar  men  s  re 
or  more.  Small  down  payment.  Low  vertised  as  Bloomingdale’s  Record- 
Carrying  Charge.”  The  advertisement  Maker  No.  1.  It  will  be  interesting  to 


The  political  crisis  in  Paris  is  not 
passed  but  the  department  store 


^  department  store 

Water  Heaters.  On  purchases  of  $25  The  Bloomingdale  s  slips  were  ad-  uui,  c  h 

or  more.  Small  down  payment.  Low  vertised  as  Bloomingdale’s  Record- 
Carrying  Charge.”  The  advertisement  Maker  No.  1.  It  will  be  interesting  to  ® 

cE:  “Come  in  today  and  have  a  see  whether  the  whole  series  will  be  bemg  closed-held  by  the  strikers- 
chat  with  our  Hearn  Plan  Advisor  promoted  with  newspaper  coupons  for  ^^8®  increases,  umon 

(4th  floor).  He  will  show  you  how  direct  mail  orders.  The  advertisement  recognition  and  vacations  vnth  pay 
best  to  arrange  your  purchases,  and  announcing  the  Record-Makers  four  increase  store  over  ead  by  30  to 
keep  within  the  limits  of  your  in-  columns  by  220  lines,  had  a  photo-  *  *  * 

come.”  And  that  same  friendly  note  graphic  illustration  of  baseball  fans  rnuwrr  tttt  t  ttp 
i-i  in  the  body  of  the  advertisement,  and  the  display  head,  “Watch  Bloom-  R  V  i^  ’ 

too— “But  Hearns  will  never  encour-  ingdale’s  make  records  this  Summer!”  group  of  Nw  York  stores 

age  you  to  buy  more  than  you  can  with  the  closing  display:  “Watch  chorussing  Cool  -but  only 

afford  .  .  .  more  than  you  can  pay  for  Bloomingdale’s  Record-Makers  in  the  small  spai^  m  a  mmor  umt  (one 
.  .  .  easUy  and  comfortably!”  Newspapers!”  hy  65  Imes)  of  a  large  pro- 


afford  •  •  .  more  than  you  can  pay  for  Bloomingdale  s  Record-Makers  m  the 
.  .  .  easily  and  comfortably!”  Newspapers!” 

The  advertisement  and  the  Plan  *  *  • 

suggest  many  obvious  comments — for  ^T^HE  Controllers  Congress  of  the 
instance:  ’The  wisdom  and  charm  and  1  National  Retail  Dry  Goods  Asso- 
pulling  power  of  simple  and  untech-  ciation  has  completed  four  important 
nical  statement  is  illustrated.  There  manuals  on  Balance  Sheets,  Inven- 


Newspa^rs!”  colu^  by  65  lines)  of  a  large  pro- 

rpHE  ControUers  Congress  of  the  .  ^ 

1  National  RetaU  Dry  Goods  Asso-  just  introduced  m  the  Gold  &  Co.  de- 
ciation  has  completed  four  important  Partment  store  was  the  mam  featoe 


seems  to  be  an  indication  of  a  prac-  tory.  Workroom  Accounting  imd  In- 
tical  and  pragmatic  policy  which  is  temal  Audit, 
not  governed  by  a  false  notion  of  •  •  • 

consistency  but  is  quite  ready  to  have  A  BOUT  Sept.  1  Kresge’s  in  New- 
different  rules  about  credit  apply  to  ark  will  open  an  all-steel  pre- 
absolutely  different  types  of  pur-  fabricated  house  6n  the  store  roof, 
chases.  “Make  it  easy  to  buy”  is  a  The  Kresge  Home-in-the-Sky  has 
wonderfully  fine  rule  in  retailing!  been  designed  for  National  Houses, 


manuals  on  Balance  Sheets,  Inven-  f  a  24-page  newsi»i^r  section  in  the 
tory.  Workroom  Accounting  and  In- 

temal  Audit.  •  *  * 

•  •  •  ^T'WO  hundred  and  sixty-five  stores 

About  Sept.  l  Kresge’s  in  New-  ^  of  the  James  Butler  chain  have 
ark  will  open  an  all-steel  pre-  been  sold  to  former  managers  and 
fabricated  house  6n  the  store  roof,  contracts  are  ptending  for  93  more. 


wonderfully  fine  rule  in  retailing!  been  designed  for  National  Houses,  JUNE  retail  sales  in  the  New  York 
•  *  *  Inc.,  by  William  Van  Allen,  designer  tJ  metropolitan  area  this  year  will 

The  old  battle  of  private  brands  of  the  Chrysler  Building.  Back  in  1934  run  almost  12%  better  than  a  year 
against  national!  The  Allied  O’Connor  Moffat  &  Co.  in  San  Fran-  ago.  That  was  about  the  rate  of  gain 
Stores  Corporation  (formerly  Hahn  cisco  built  a  model  house  on  their 

Department  Stores)  with  34  stores  store  roof.  - 

throughout  the  coimtry  announces  Model  homes  for  the  Great  Lakes 

that  this  fall  they  will  use  national  Exposition  just  opened  in  Cleveland,  _ 

advertising  on  their  Hardwicke  line  will  be  furnished  by  two  Cleveland 

of  men’s  furnishings,  beginning  with  department  stores.  The  Halle  Broth- 

a  beltless  pajama.  Store  names  and  ers  Co.  are  responsible  for  a  large 

locations  will  be  listed  in  all  the  ad-  wooden  Colonial  house,  and  the  Bailey 

vertisements  and  each  store  will  carry  Co.  for  a  two-story  brick  Regency 

a  model  stock  of  the  Hardwicke  line,  house  designed  by  William  Harrison  w 

Other  private  brands  of  the  Allied  Smith  and  other  members  of  the 

Stores,  which  may  be  promoted  na-  Small  House  Committee  of  the  Amer-  oil  Q 

tionally  if  the  men’s  furnishings  go  ican  Institute  of  Architects.  rirsl,  dmong  ail  ^ 

well,  are:  Kentcraft  men’s  clothing;  •  •  •  lV«»w  V  L-  IV 

Kentcraft  Junior  clothing  for  boys;  unusual  display  “Hollywood  ITeW  lOrK  ireWSpa- 

Hardwicke  Junior  boys’  furnishings;  Homes”  attracted  much  attention  i  ir  /> 


estimated  for  the  fourth  whole  week 
of  the  month. 

And  12  to  16%  is  the  estimated  gain 
for  all  retail  sales  the  last  week  of 
this  June  as  compared  with  1935,  ac¬ 
cording  to  Dun  &  Bradstreet  reports 
which  estimated  this  week  as  3  to  5% 
better  than  the  preceding  one. 

Stopped  Ad  Because  He 
Couldn’t  Meet  Demand 

Explaining  that  their  advertising 
campaign  was  having  such  remarkable 
results  that  the  distributor  couldn’t 
supply  the  demand,  Gordon-Bowman, 
Tul^,  Okla.,  distributor  for  Stag  Beer, 
asked  the  Tulsa  Tribune  recently  to 
hold  out  its  scheduled  copy  for  one 
day. 

The  Tribime  took  advantage  of  the 
unusual  request,  and  the  reasons  for 
it,  and  wrote  a  bit  of  promotional  copy 
which  it  ran  in  place  of  the  beer  ad. 

The  ad  reprinted  the  letter  received 
from  Bowman  which  ran  as  follows: 
“The  sales  volume  produced  by  Stag 
Beer  advertising  in  the  Tribune  is  too 
good  —  haven’t  been  able  to  secure 
shipments  from  brewery  sufficient  to 
supply  my  dealer  demand  —  please 
postpone  insertion  of  that  Stag  Beer 
ad  for  Friday  until  a  later  date — 
doing  everything  possible  to  persuade 
brewery  to  make  substantial  increase 
in  shipments  for  Tulsa,  even  if  it 
means  lowering  of  quotas  for  other 
districts — somehow  I’m  going  to  get 
more  Stag  Beer.” 

And  in  larger  type  the  ad  finished 
up — “As  always  the  Tulsa  Tribime 
gets  results!” 

COLUMBIA  DAILY  APPOINTS 

The  Columbia  (Mo.)  Tribune  has 
appointed  Mitchell,  Ruddell  and  Rud- 
den,  Inc.,  publishers  representatives, 
its  national  representatives. 

IF" 

11  70U  are,  or  anticipate, 
appropriating  advertising 
monies  in  Australia  and 
New  Zealand,  read 

NEWSPAPER  NEWS 

The  only  Journal  covering  the 
activities  of  advertising,  publish¬ 
ing  and  printing  in  these  terri¬ 
tories. 

NEWSPAPER  NEWS 

Warwick  Bldg.,  Hamilton  St. 
SYDNEY,  AUSTRAUA  • 

PublUhed  Monthly— ^ubkcripuon  RnU 
7/.  par  year,  pwt  Im. 


Kentcraft  Junior  clothing  for  boys;  A  ^  unusual  display  “Hollywood 
Hardwicke  Junior  boys’  furnishings;  Homes”  attracted  much  attention 
Marday  handbags;  Millay  hosiery,  recently  at  the  Joseph  Home  store  in 
underwear  and  gloves  for  women,  Pittsbiu^ — all  the  more  remarkable 
Allied  refrigerators  and  Aria  radios,  when  you  know  the  origin  of  the  dis- 
The  other  side  of  the  promotion  play.  Carl  Goettman,  the  store’s  dis- 
story — ^boosting  a  national  brand  by  play  manager,  brought  back  with  him 
the  retailer’s  advertising — is  strik-  from  Hollywood  picture  postals  of  the 
ingly  exemplified  this  summer  by  the  homes  of  famous  stars.  He  had  them 
variety  of  layouts,  advertisement  enlarged,  colored  and  printed  on  glass, 
sizes  and  retailers’  signatilres  being  The  glass  was  illuminated  from  be- 
used  for  Packard  Lektro-Shaver  and  hind. 
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or  Letters 


Anew  four-color  retail  trad¬ 
ing  area  wall  map  of  the  United 
States  has  just  been  issued  by  Hag- 
itrom  Company,  Inc.,  New  York,  map 
Biakers  and  publishers.  It  was  de¬ 
signed  by  the  company’s  market  and 
media  department,  J.  B.  Keeney,  Man- 
iger. 

The  map  shows  principal  trading 
centers  for  the  whole  nation,  outlin¬ 
ing  areas  from  which  they  draw  trade 
regularly,  and  abo  areas  from  which 
certain  stores  attract  seasonal  or  oc¬ 
casional  trade. 

“The  designation  of  localities  as 
principal  sales  centers  was  made  with 
extreme  care,  based  upon  the  follow¬ 
ing  established  facts,”  the  publishers 
state:  “Trading  centers  are  deter¬ 
mined  by  the  number,  size  and  variety 
of  retail  stores  in  a  conununity. 
Wherever  these  stores  are  numerous 
and  large  enough  to  attract  patronage 
from  beyond  the  boundaries  of  their 
local  communities,  their  investments 
in  advertbing  determine  the  size  and 
number  of  local  daily  newspapers. 

"In  brief,  wherever  a  daily  news¬ 
paper  is  published  the  manufacturer 
finds  a  retail  sales  center  important 
enough  to  be  classified  as  a  principal 
sales  center. 

“The  above  factors  determined  the 
location  of  the  1,446  principal  sales 
centers  spotted  in  color  on  the  new 
Hagstrom  Retail  Trading  Area  Map 
of  the  United  States.” 

Auxiliary  to  the  map,  but  sold  sepa¬ 
rately,  b  an  index  giving  “a  basic  an- 
alysb  of  population  and  retail  sales 
for  sales  managers,  and  advertbing 
executives.”  In  five  sections  this 
gives  an  index  to  U.  S.  metropolitan 
dbtricb,  an  index  to  the  counties,  an 
mdex  to  cities  of  1,000  or  more,  a 
more  complete  index  to  cities  of  10,- 
OOO  or  more,  and  a  special  index  for 
principal  sales  centers,  arranged  in 
population  groups. — R.  S.  M. 


These  articles  dbcuss  such  phases 
as  the  human  appeal  in  copy,  the 
underlying  principles  of  good  copy, 
the  sales  power  of  good  copy,  and  the 
psychology  of  the  printed  word. 

The  book  is  valuable  because  all  of 
the  authors  have  proven  their  theories 
in  practice — all  are  ‘tops”  in  their 
profession. 

The  articles  are  representative  of 
the  masters  of  advertising  copy.  Ex¬ 
amples  of  advertising  copy  have  not 
been  reproduced  in  the  book  because, 
as  the  editor  says,  advertising,  like 
hats,  goes  out  of  style  in  appearanee, 
and  the  book  is  meant  to  focus  atten¬ 
tion  not  on  external  form,  but  on 


the  principles  of  forceful,  well  writ¬ 
ten,  copy. 

Future  editions  of  the  book  are  ex¬ 
pected  to  be  augmented  by  other  con¬ 
tributors.  (The  Business  Bourse,  New 
York.)— R.  B. 

*  *  * 

A  HANDY  reference  book  which 
gives  the  correct  pronunciation 
of  some  1500  names  of  the  prominent 
personalities  of  the  time  is  “What’s 
the  Name,  Please?”  by  Charles  Earle 
Funk  and  published  by  Funk  and 
Wagnalls  Company.  The  book  sells 
for  $1.00. 

•  *  * 

IN  THE  PERIODICALS 

Harpers  for  June  contains  “How  the 
President  Works,”  an  article  by  Drew 
Pearson  and  Roltert  S.  Allen.  In  the  sime 
issue  is  found  “Too  Late  For  World  Peace” 
by  Nathaniel  Peffer.  It  stres.ses  “the  time 
factor  in  international  affairs.”  .Merlo  J. 
Pusey.  who  has  been  on  the  editorial  staff  of 
the  Washington  Post  for  7  years,  also  con- 
tribnled.  His  idece  is  titled.  “Our  Ho  -sing 
Hodge  Podge.” 


“Concerning  Sixtt  News"  is  an  editorial  in 
the  June  American  Mercury.  It  complains 
that  “the  entrepreneurs  of  today  handle  their 
spot  news  as  though  their  readers  were  one 
and  all  pmcticing  editors  of  the  Encyclopaedia 
Hrittanica.  .  .  .”  The  lea  l  article  in  the  same 
publication,  “The  Ten-ltillion-DolIar  I.a)bby” 
was  written  by  Duncan  Aikman.  Robert  E. 
Kentner,  of  the  Washington  staff  of  the  New 
York  Herald  Tribune  is  also  represented  with 
“The  SEC  Dictatorship.” 

To-Day,  June  27th.  “Public  Enemy  No.  1,” 
by  Herbert  Corey.  This  article  sets  forth  the 
theory  that  “Old  Man  Politics  is  now  the 
blackest  of  our  public  enemies.” 

In  addition  to  having  become  smaller  in 
size  and  changing  the  make-up  of  the  maga¬ 
zine,  To-Day  now  includes  a  pink  insert  sheet, 
“Between  Ourselves — a  W'eekly  Clossip  Sup¬ 
plement  from  the  Advertising  Slanager.”  On 
it.  among  other  notes,  are  run  the  names  of 
prominent  new  subscribers. 

Marguerite  Young,  one-time  Washington 
correspondent  for  Associated  Press  wrote 
“Jim  Farley’s  Festival”  for  the  June  30th 
Nett’  Masses. 

“Will  This  Be  the  Last  Democratic  Con¬ 
vention?”  is  Jay  Franklin’s  contribution  to 
the  current  issue  of  Liberty. 

This  week’s  Colliers  contains  an  article  by 
H.  G.  Wells,  titled  “The  Next  War.” 


“M 


ASTERS  OF  ADVERTISING 
COPY,”  edited  by  J.  George 
Frederick,  president  of  the  Business 
Bourse,  and  former  managing  editor 
of  Printers’  Ink,  is  a  symposium  of 
articles  on  the  principles  and  practices 
of  copy  writing  by  about  26  of  its 
leading  practitioners. 

With  a  preface  and  introduction, 
“The  Story  of  Advertising  Writing,” 
by  the  editor,  the  book  contains  slants 
on  copy  writing  by  such  men  as  Bruce 
Barton,  Joseph  H.  Appel,  Richard  A. 
Foley,  Harry  Tipper,  'Theodore  F. 
MacManus,  LL.D.,  T.  Harry  Thomp¬ 
son  and  Claude  C.  Hopkins. 


MAKING  MILLIONS 
READ  AND  BUY 

By  WM.  A.  THOMSON 

Director  Bureau  of  Advertiaing. 

American  Newspaper  Publiahen'  Aseociation 

For  praetlcal  treatment  and  clear  expreaeien. 
“MaUne  Milllone  Reed  and  Buy”  is  outstanding 
among  hooka  on  advsrtiilng. 

What  makee  the  newaoaoer  the  universal  medium 
ef  advertiaing?  How  did  it  grow  to  this  position? 
What  are  the  many  ways  In  which  advartiears 
have  used  newapapere  to  Increase  their  buainese? 
Hew  do  you  make  "FooH>roor‘  illustretiont? 
These  are  a  few  of  the  many  practical  quastiona 
anewered  In  these  oagse— questions  that  range 
from  market  anelyela  to  planning  and  launching 
the  campaign.  For  years  to  coma,  we  confidently 
believa,  this  book  will  be  the  ground-work  of  Its 
wbjeet 

S60  pages  35  fuU  pmg*  lUuUrmlorn*. 
Bmmdaomsty  bommd  mmd  prfalad,  $3jOO 

E  &  P  BOOK  MART 

1700  Times  Bldf.  New  Tork,  N.  T. 


MODERNIZE  YOUR  BUSINESS  LIBRARY 

editor  &  PUBLISHER  presents  the  followinq  list  of  books  that  should  be  in  every  well-equipped 
library.  We  recommend  a  careful  study  of  the  books  listed  below  and  sugqast  a  selection  to  cover 
all  your  needs. 

The  books  advertised  below  (or  ANY  other  book,  new  or  old)  are  available  to  EDITOR  U 
PUBLISHER  readers,  by  return  mail,  at  list  price,  or  less  when  we  are  able  to  buy  direct  from 
publishers  at  bargain  prices. 

When  ordering  books  of  unknown  price,  please  send  $5.00  and  we  will  return  the  proper 
change.  Remit  the  stated  amount  by  check,  P.  O.  money  order  or  postage  stamps. 

Journalism  Reprints  of  the  “Today  and  Tomorrow”  column 

lucidly  eilited  and  arranged  by  .Allan  Nevins. 

Macmillan  Company . $Z75 

Got  It  Right!  by  John  B.  Opdycke.  "If  you’re 
planning  to  write  a  letter,  a  pieoe  of  advertising  copy, 
a  news  story,  an  announcement  of  the  annulment  of 
your  eng^ement,  the  minutes  of  a  mooting,  a  letter 
to  the  King  of  England,  a  set  of  resolutions  on  the 
flight  of  time,  a  telegram  or  a  book — then  here  is 
the  thing  to  tell  you  now  to  do  it.— A.  B.  Bernd  in 
the  Maoon  Telegraph." . $3.50 


Newspaper  Make-up,  by  John  E.  Allen.  Is  crammed 
with  facts  which  mil  help  you  solve  your  typo¬ 
graphical  problems  simply  and  inexpensively.  It  is  the 
first  inclusive  and  definite  statement  of  the  whole 
art  of  newspaper  typography  by  one  of  the  beet- 

known  men  in  the  field . $4.00 

N^epaper  Writing  and  Editing,  by  W.  G.  Bleyer. 
Thoroughly  up  to  date,  the  second  Revised  Edition 
gives  just  the  information  and  illuatration  material 

the  beginner  needs.  493  pp.  Ulus. . $2.25 

Main  Cuirsnta  in  the  History  of  American  Journal¬ 
ism.  by  W.  O.  Bleyer.  To  give  the  student  of 
journalism  s  background,  the  aim,  throughout  the 
book,  has  been  to  select  those  historical  threads  and 
materials  that  have  a  significant  bearing  on  the 
pre8ent.day  situation  in  Amerian  journalism. 

lUus.  474  pp.,  formerly  $4.00.  Now . $3.00 

Newspaper  Managamam,  by  Frank  ’Thayer.  ’This 
book  covers  the  whole  fleld  of  newspaper  manage¬ 
ment  from  the  foundation  through  equipment  and 
organisation  of  plant,  office,  circulation  and  adver¬ 
tising  departments  to  the  formulation  of  an  editorial 
policy  for  service  to  the  community,  which  is  the 
basis  of  sound  and  permanent  newspaper  sucoesa. 

$4.00 

The  Writer’s  Market  for  1938,  edited  by  Aron  M. 
Mathieu.  Here  is  one  of  the  most  comprehensive 
guide  books  for  writers.  It  is  sim^e  to  use,  and  up 

to  date  in  its  material . $3.00 

Ths  Community  Nswapaper,  by  E.  P.  Harris  and 
H.  F.  Hooke.  A  full  and  practical  application  of 
the  principlea  of  modern  journalism  to  tne  needs  of 

the  local  newspaper . $2.50 

The  Country  Weakly,  by  Pbfl  C.  Bin^.  Diacusaes 
the  innumereble  problems  connected  with  the  man¬ 
agement  of  a  country  newspaper . $2.50 

Weekly  Newspaper  Managment.  by  Tbomaa  F. 
Barnhart.  Stresses  advertiaing,  circulation  and 

office  adminiatration . $3.00 

Nawapaper  Maksmp  and  Headlines,  by  Norman  J. 
Radder.  'The  principles  and  practice  of  newspaper 
copy  heading  and  make-up . $2LS0 

Recent  Books 

Propaganda  and  the  News,  or  What  Makes  You 
Think  So?  by  Will  Irwin,  famous  reporter,  who  hu¬ 
manises  an  abstruse  subject.  Will  long  stand  as 
authoritative  because  written  by  one  who  knows. 

$Z73 

Forty  Yaara— Forty  Milliona:  The  Career  of  Frank 
A.  Munsey,  by  George  Britt.  It  is  one  of  the  most 
dramatic  and  avaricious  stories  of  all  journalism 

hbtory . . $l00 

Interpretatlona  1933-1935  by  Walter  Lippmann. 


The  Complete  Journaliat,  by  F.  J.  Mansfield.  Com¬ 
prehensive  statement  of  newspaper  methods  as 
practised  on  English  newanapera .  $3.75 

Just  Out 

The  American  Year  Book,  edited  by  .A.  B.  Hart  and 
W.  M.  Si^uyler.  A  factual  reference  book  on  Amer¬ 
ican  affairs  with  interpretations  by  recognised  ex¬ 
perts  in  their  fields . $7.50 

Advertiaing  Pmple,  by  Robert  Tmsman.  A  book 
about  advertising  aaleamen.  advertising  managers, 
advertising  copywriters,  advertiang  agents  and  ad¬ 
vertisers  themselvea . $2.00 

Amarica’a  Youiq  Man,  Volume  II,  1930-1937  Edi¬ 
tion.  The  officii  Who’i  Who  among  the  young  men 
of  the  nation.  In  addition  to  the  biographies  this  vol¬ 
ume  contains  a  statistical  summary  and  geographi¬ 
cal  index.  With  the  added  feature  of  au  occupa¬ 
tional  index  this  book  proves  a  valuable  reference 
for  newspaper  exeoutivee,  business  executives,  educa¬ 
tors  and  ttudento  of  vocational  guidance . $10.00 

Special 

Brewer  Dictionary  of  Phrase  and  Fable  (frequently 
referred  to  aa  the  Editor’s  Handbook)  standard  at 
$7.50  price,  offered  here  at  $3.50.  Half-morocco, 
1,440  pwea,  over  14,000  references.  Frank  H.  Vise- 
telly.  Litt.  D.,  says:  “FuU  of  meat  as  an  egg.”  A 
gift-book  not  to  be  overlooked. 

Advertising 

Making  Milliona  Read  and  Buy,  by  WiUiam  .A. 
Thomson.  New.  Expert  snalyM  of  marketing 

through  newspaper  advertising.  Cloth . $3.00 

AdvanMnsk  Theory  and  Practice,  by  C.  H.  Sandage, 
Associate  Professor  of  Business,  Miami  University. 
This  bo^  presents  the  results  of  several  years  ex¬ 
periment  and  actual  study  of  this  important  field  in 
oonjunetion  with  busineea  men  and  advertising 
agencies.  Advertising  research  is  given  a  place  of 
first  importance.  The  author  has  DresenM  care¬ 
fully  developed  chapters  on  consjmer  research, 
product  anab’sia,  market  aralysia,  research  technique 

and  consumer  groupa.  636  pa^es  6x9 . $1.00 

tTn  Retailing  Id  eas,  compUrd  by  Emanuel  Lyons. 


.Successful  methods  used  in  nearly  every  retailin  g 
activity.  Can  be  used  in  the  advertising  promotion 
department  as  weU  a.s  by  local  space  salesmen  and 

users  of  space.  (?loth . $3.00 

Maki^  Advertisements,  by  R.  S.  Durstine.  Able 
exposition  of  general  advertising  technique.  Cloth 
$3.00 

Advertising  and  Its  Mechanical  Production,  by  Carl 
R.  Greer.  Provides  information  on  advertising  and 
printing  proceeees  which  is  required  by  the  user  or 

the  student.  lUus . $5.03 

Newspaper  Advertising,  by  James  M.  Mukloon.  A 

sales  preeentation  using  “Better  Retailing’’  aa  a 
manual.  Provides  a  definite  formula  to  aid  adver¬ 
tising  salesmen  to  more  sales . $1.00 

How  to  Get  Publicity,  by  MQton  Wright.  The  tools, 
the  technique,  the  whole  art  of  getting  publicity 
for  your  enterprise.  Covers  every  factor  of  how  to 
prepare  and  handle  material,  and  where  and  how  to 
get  publicity,  in  a  way  that  meets  the  business 

man's  needs . % . $2.00 

Knack  of  Selling  More,  by  Burton  Bigelow.  Is  a 
new  three-volume  library  of  practical.  field-teatAl 
selling  ideas.  It  brings  together  276  different  ex¬ 
amples  of  how  tough  selling  situstione  have  been 
handled  by  toivnotch  ealesmen.  Examples  show¬ 
ing  how  to  improve  your  selling  every  step  of  the 
way  from  the  Pre-Approach  to  the  CIom . $4.00 

Law  of  the  Press 

Nawapaper  Law,  by  W.  W.  Loomis.  Cloth _ $1.23 

The  Law  of  Nowspapora,  by  Arthur  &  Crosman. 
Complete  exposition  of  lib^  Blander,  contempt, 
aoth . $340 

Accounting 

Nawapaper  Organization  and  Aceounting,  by  .A.  3. 
Van  Benthuysen.  This  standard  guide  presents 
hundreds  of  money-saving  auggeationa  on  all  phases 
of  publishing.  It  allows  you  to  compare  your  own 
poheies  with  the  systems,  methods,  forms  and  prae- 
tices  of  other  efficient  organixationa.  544  pp.  Sire 

TxlOKiiiohee . $10.00 

Circulation 

Newspaper  District  Management,  by  Uoyd  Smith. 
A  test  book  for  men  in  charge  of  newspaper  carrier 

salesmen.  lUua.  Cloth . $5.00 

The  Paper  Route,  by  Lloyd  Smith . $1.00 

Photography 

News  Photography,  by  Jack  Price.  For  all  who  use 
a  camera.  A  complete  and  fascinating  book  on  the 

technique  and  adventures  of  photography . $2.00 

Photo  Markets,  edited  by  J.  P.  Lyon.  It  lists  1800 
markets  for  pbotoa  and  other  pertineat  data. .  .$.50 


WORKING  NEWSPAPERMAN’S  SHELF 

Recommended:  HMory:  Main  Currants,  by  W.  Q.  BIsysr,  $3.00. 
Editorial  Technique:  Newspaper  Reporting  of  Publie  Affaire,  by  Bush. 
$3.00.  Nawwaper  Writing  and  Editing.  1^  Uayar,  VLTi.  Rights  and 
PrlvHegas  of  ths  Prere,  by  SieberL  $100.  The  Working  Press,  by 
Sorrela,  $240.  The  Law  of  the  Newipapart,  by  Arthur  A  Croaman. 
$3.50.  Nwrapaper  Referanca  Methods,  by  Desmond.  $2.30.  News 
Photography,  by  Price,  $240.  For  inspiration:  Reference:  March’s 
Thaaaururs  Dictionary,  $aoa 


—GOING  TO  PRESS  SOON— 

"GeHing  and  Kaaping  Claasifiad  Advartiting" 
by  Morton  J.  A.  MacDonald, 

Nationally  known  dSMlHad  advertiaing  manager  of  the  Oakland  Trib¬ 
une.  Thia  la  the  firal  and  only  complate  handbook  on  deaeifled  ad  ver- 
tldng  exdudvaly  and  wHI  fill  a  long-fdt  vacuum  in  the  advertiaing  book 
field.  It  anawere  a  thousand  quastiona— comprthenalvely,  briofty, 
corractlyl  Price  $3.50  per  copy.  Order  now.  Sold  exdmivdy  by 
EDITOR  4>  PUBLISHER. 


Quoted  prices  include  cost  of  wrapping  and  mailing.  Add  10%  to  Canadian  orders. 


Address  Book  Mart: 

EDITOR  &  PUBLISHER 


1700  Times  Building 


New  York,  N.  Y. 
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2S-YEAR-OLD  PUBLISHER 


REPORTERS  DISRUPT  LEAGUE 


Mexico  (Mo.)  Intelligencer,  Daily 
and  Weekly  Sold  to  Ad  Manager 

Announcement  of  the  sale  of  the 
Mexico  (Mo.)  Intelligencer  to  Ray¬ 
mond  Holman,  25-year-old  advertising 
manager  of  the 


Raymond  Holman 


daily  and  weekly 
publications,  was 
made  June  27 
by  Gale  F.  John¬ 
son  of  St.  Louis, 
publisher  since 
1917. 

The  transaction 
makes  Holman 
the  youngest 
daily  newspaper 
publisher  in 
Missouri.  H  i  s 
publications,  the 
oldest  in  Au- 
,  celebrated  their 


drain  County,  Mo, 

50th  anniversary  a  few  months  after 
the  new  owner  was  bom. 

Holman  is  the  son  of  the  late  H. 
Frank  Holman  and  Mrs.  Holman,  of 
Moberly,  Mo.,  and  has  been  connected 
with  Missouri  newspapers,  including 
the  Moberly  Monitor-Index,  the  Co¬ 
lumbia  Missourian,  and  the  Young 
Democrat,  since  he  was  19.  He  is  a 
graduate  of  the  University  of  Mis¬ 
souri  School  of  Journalism,  and  a 
member  of  Kappa  Tau  Alpha,  Sigma 
Delta  Chi,  honorary  fraternities,  and 
of  Phi  Delta  Theta. 


ROTO  FOR  WEEKLIES 

(Spfciai  to  Editor  &  Publisher) 
Milwaukee,  Wis.,  July  1 — A  number 
of  Wisconsin  weeklies  have  added  an 
eight-page  rotogravure  section,  in 
tabloid  size,  produced  by  the  Neo 
Gravure  Co.,  of  Chicago  and  New 
York.  The  new  section,  coming  once 
a  month,  covers  interesting  pictures 
from  all  over  the  country  but  features 
some  from  Wisconsin  of  special  ap¬ 
peal  to  rural  readers,  including  pen 
portraits  of  Henry  A.  Wallace,  U.  S. 
secretary  of  agricultiu'e,  and  Dean  C. 
L.  Christensen,  dean  of  the  college  of 
agriculture  at  the  University  of  Wis¬ 
consin.  Advertisers  appearing  in  the 
first  issue  include  Robert  A.  Johnston 
■Co.,  Milwaukee;  Yale  Tires  advertised 
by  the  Pure  Oil  Co.,  and  a  number  of 
smaller  advertisements  of  Wisconsin 
and  Minnesota  firms.  Weekly  inser¬ 
tion  of  the  rural  gravure  section  is 
contemplated. 


Italian  Corre>pondent«  “Boo”  Haille 
Selassie  Before  Assembly 

Thought  to  have  been  inspired  from 
government  sources,  the  clique  of 
Italian  correspondents  at  the  League 
of  Nations  shocked  the  solemn  sanctity 
of  the  League  of  Nation’s  assembly 
Tuesday  when  Haille  Selassie  rose  to 
deliver  a  plea  for  the  restoration  of 
Ethiopia. 

As  Frederick  T.  Birchall  reported 
the  incident  in  the  New  York  Times, 
the  Elmperor  walked  to  the  rostrum 
with  great  dignity.  When  the  spot¬ 
light  played  on  him  pandemonium 
arose  from  one  end  of  die  press  gal¬ 
lery  where  the  Italian  journalists  sat 
together.  The  tradition  that  the  press 
gallery  is  to  be  seen  but  not  heard 
was  shattered. 

“Led  by  a  red-faced  man  with  a 
bull  voice  the  Fascisti  shrieked  ex¬ 
ecrations  and  abuse.  Several  me¬ 
chanical  whistles  were  turned  loose 
and  delegates  on  the  floor  rose  and 
faced  the  gallery  in  protest.  The  Em¬ 
peror  stood  waiting  patiently  for  the 
noise  to  subside.  Neighboring  col¬ 
leagues  of  the  ItalicUis  tried  to  pull 
them  back  to  their  seats  and  make 
them  subside,  but  in  vain,”  Birchall 
wrote. 

It  took  police  several  minutes  to  get 
on  the  scene.  Husky  gendarmes 
grabbed  each  of  the  ten  Fascisti  by 
the  collar  and  rushed  him  out.  While 
the  assembly  resumed,  the  offenders 
were  arrested  and  locked  up.  Their 
identification  revealed  that  several  im¬ 
portant  journalists  took  pai't  in  the 
demonstration. 


ANNUAL  SEC  REPORTS 

Annual  reports  of  corporations  filed 
July  1  with  the  Securities  and  Ex¬ 
change  Commission  revealed  execu¬ 
tive  salaries  for  1935  ranging  from 
$50,000  to  $100,000.  Among  the  highest 
was  Percy  S.  Straus,  president  of  R. 
H.  Macy  &  Co.,  listed  at  $100,300. 
Former  president  of  the  International 
Paper  Company  and  the  International 
Paper  and  Power,  A.  R.  Graustein, 
received  a  combined  compensation  of 
$191,392.  Eleven  directors  of  Inter¬ 
national  Paper  received  $136,192,  and 
nine  officers,  not  directors,  received 
$258,647. 


PUBLISHER  BUYS  RADIO  STOCK 

License  to  operate  Radio  Station 
KOB,  Albuquerque,  N.  M.,  has  been 
transferred  from  New  Mexico  State 
College,  Las  Cruces,  to  the  Albuquer¬ 
que  Broadcasting  Company,  whose 
stock  is  owned  by  T.  M.  Pepperday, 
publisher  of  the  Albuquerque  Journal. 
The  station  has  been  iterated  at  Al¬ 
buquerque  jointly  by  the  college  and 
the  Albuquerque  Journal  for  the  past 
five  years.  The  transfer  and  pur¬ 
chase  of  the  station  equipment  for 
$25,000  was  approved  by  the  Federal 
-Communications  Commission,  June  22. 
Mr.  Pepperday  plans  to  rebuild  the 
station’s  transmitter,  move  the  studios 
from  El  Fidel  Hotel  to  the  Tribune 
building,  recently  remodeled,  and 
jointly  occupied  by  the  Albuquerque 
Journal  and  the  Tribune,  and  operate 
the  station  on  a  commercial  scale,  ex- 
■cept  for  one  hour  per  day  reserved  for 
educational  uses  by  the  State  College, 


MIXES  POLITICS  WITH  AD 

The  First  National  Bank  of  Engle¬ 
wood,  Ill.,  of  which  J.  M.  (“100  per 
cent”)  Nichols  is  president,  ran  an 
advertisement  in  the  Chicago  Tribune 
this  week,  featuring  the  bank’s  state¬ 
ment  for  June  3P,  showing  a  reduc¬ 
tion  in  holdings  of  government  securi¬ 
ties.  The  ad  mixed  banking  with 
pohtics  under  the  heading:  “Landon 
Knox  Out  Roosevelt  —  Three  Long 
Cheers.” 


PRINTERS  GRANTED  RAISE 

As  the  outcome  of  local  arbitration 
with  Paul  H.  Douglas  chairman  the 
Beaumont,  Tex.,  Typographical  Union 
No.  339  has  been  granted  an  increase 
in  scale  for  day  and  night  work.  The 
hourly  rate  was  increased  from  $.90 
for  day  work  to  $.95  and  for  night 
work  from  $.95  to  $1.  The  arbitration 
was  between  the  union  and  the  Beau¬ 
mont  Enterprise  and  Journal  and  the 
Port  Arthur  News. 


A  group  of  New  York  newspaper  promotion  executives  who  recently  attended 
an  outing  at  the  farm  of  George  Benneyan,  promotion  manager  of  the  New  York 
American,  left  to  right:  Ray  Quinn,  Herald  Tribune;  C.  Dillon,  Sun;  Ivan 
Veit,  Times;  Woodrow  Johnson,  Herald  Tribune;  Elsa  Lang,  Herald  Tribune; 
George  Benneyan;  Ernest  Garth,  Times;  Jacob  Greissman,  Journal;  Jim  Femald, 
Herald  Tribune;  Maxwell  Dane.  Journal.  Also  present  but  not  shown  in  the 
picture  were  Ralph  Stein,  World-Telegram  and  Art  Stein  of  American. 
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PROMOTION  MEN  JOIN 
‘UNITED  FRONT’ 


(Continued  from  page  7) 


CORRECTION 


The  May  linage  figures  for  the 
Syracuse  Herald  compiled  by  Media 
Records  and  published  in  Editor  & 
Publisher  for  June  20,  did  not  include 
suburban  linage.  Here  are  corrected 
figures: 

1936  1935 

Herald  . (E)  723,734  725,806  2,072  L 

Herald  . (S)  101,648  92,559  9,089  G 


SPECIAL  BROUGHT  COMMENT 

Despite  its  limited  staff  which  made 
it  necessary  for  Paul  A.  Jenkins,  pub¬ 
lisher,  to  act  as  reporter,  advertising 
salesman  and  supervisor,  the  El  Centro 
(Cal.)  Sunday  Post-Press  on  June  14 
issued  its  All-American  Canal  Prog¬ 
ress  edition,  48  pages  in  six  sections. 
The  edition,  which  told  of  the  progress 
of  the  construction  of  the  All-Ameri¬ 
can  Canal  in  the  Imperial  Valley, 
contained  100  photographs  and  150 
stories. 


ahead — and  that  he  had  found  that  a 
contingency  fund  of  7  per  cent  of  the 
total  budget  was  adequate  to  take 
care  of  unforeseen  expenses. 

Mr.  Baum,  as  treasurer  of  the  or¬ 
ganization  presented  his  report  early 
in  the  meeting;  and  Miss  Lang  fol¬ 
lowed  with  the  secretary’s  report. 

Dr.  Edward  L.  Lloyd,  chief  of  the 
market  data  section  of  the  Bureau  of 
Foreign  and  Domestic  Commerce, 
Washington,  presented  an  outline  of 
statistical  manuals  issued  by  the  gov¬ 
ernment  that  are  available  for  news¬ 
papers  making  surveys  of  their  mar¬ 
kets  or  communities.  He  advised  com¬ 
municating  with  the  Department  of 
Commerce  before  laying  out  money 
for  a  private  survey,  to  determine 
what  statistics  can  be  obtained  inex¬ 
pensively  from  the  government.  “Bet¬ 
ter  statistics  will  be  forthcoming  if 
organizations  such  as  yours  will  let 
the  Government  know  what  statistics 
they  want.” 

William  A.  Thomson,  director  of  the 
Bureau  of  Advertising  ANPA,  con¬ 
gratulated  the  promotion  men  on  their 
advances,  and  said:  “In  our  own  pro¬ 
motion  work  we  have  reached  a  few 
conclusions  to  which  I  might  refer, 
since  I  think  they  will  interest  you. 

“For  instance,  we  are  constantly 
reminded  of  the  need  for  impartial 
sources  of  information.  When  we  get 
out  a  piece  of  promotion,  one  of  the 
first  questions  asked  is,  ‘Where  did 
you  get  your  data?’  and  the  answer 
determines  whether  or  not  the  pro¬ 
duction  will  receive  serious  attention 
among  advertisers  and  agencies.  This 
is  particularly  true  of  any  material 
which  makes  a  comparison  between 
newspapers  and  other  media. 

“We  find,  more  and  more,  that  pro¬ 
motional  material  should  be  available 
in  two  forms — one  for  the  technicians 
of  advertising  and  another  for  those 
who  may  be  called  the  laymen.  We 
all  know  that  as  the  interest  of  com¬ 
pany  executives  increases  in  the  in¬ 
vestment  possibilities  of  advertising, 
it  is  good  business  for  media  promot¬ 
ers  to  get  their  stories  to  the  higher- 
ups.  Experience  shows  there  is  a 
limit  to  what  the  average  head  of  an 
organization  is  willing  to  absorb  in 
advertising  detail,  but  that  usually 
he  can  be  interested  in  fundamentals 
and  summaries. 

“We  faced  that  problem  recently 
in  our  efforts  to  prove  to  the  rail¬ 
roads  of  the  United  States  that  news¬ 
papers  should  play  a  far  more  promi¬ 
nent  part  in  Aeir  current  campaign 
than  was  at  first  intended.  We  had 
plenty  of  material  covering  the  points 


we  wanted  to  make  as  to  adequate  i 
coverage,  reading  habits  and  the  like.  - 
But  we  realized  that  the  detached  at-  ?■ 
tention  which  railroad  executives  give  ^ 
to  advertising  would  discount  the  t 
value  of  anything  we  had  in  stock  -■ 
which  was  made  primarily  for  adver¬ 
tising  men.  So  we  prepared  a  brief  ^ 
that  was  of  sufficient  interest  to  get  I 
attention  and  which  eliminated  aU  I 
technicalities.  It  has  since  become 
plain  that  this  brief  Wcis  read  by 
scores  of  railroad  presidents  and  the 
announcements  which  we  receive 
each  day  from  railroad  companies, 
telling  of  their  1936  advertising  plans, 
with  substantial  increases  all  along 
the  line,  suggest  that  the  brief  has 
accomplished  its  purpose. 

“As  a  matter  of  fact,  I  would  not 
be  surprised  to  see  the  railroads 
.spend  at  least  $2,000,000  more  in 
newspaper  advertising  this  year  than 
they  spent  in  1935  and  it  is  a  source 
of  satisfaction  to  feel  that  the  Bureau 
of  Advertising  was  a  factor  in  this 
result. 

“For  years  we  have  preached  to  lo¬ 
cal  merchants  the  wisdom  of  adver¬ 
tising  something  about  their  stores  in 
addition  to  the  merchandise  they  of¬ 
fer.  Would  it  not  be  a  good  idea  con¬ 
sciously  to  assert  in  all  your  promo¬ 
tional  advertisements  and  in  all  your 
promotional  mail  literature  something 
about  the  value  of  newspaper  adver¬ 
tising  generally — something  to  show 
that  the  institution  of  newspaper 
publishing,  of  which  your  own  pub¬ 
lication  is  a  part,  offers  the  greatest 
service  and  the  greatest  value  that 
advertisers  can  buy?” 

L.  E.  McGivena,  New  York  Daily 
News,  gave  a  talk  on  “Make  It  Sell,” 
a  discussion  of  copy  treatment.  Mr. 
Baum  spoke  on  promotion  problems. 
Other  speakers  were  Dr.  A.  D.  H. 
Kaplan,  Bureau  of  Statistics,  Depart¬ 
ment  of  Labor,  Washington,  D.  C.; 
Philip  Salisbury,  Sales  Management, 
New  York;  Roy  Dickinson,  Printers’ 
Ink  Publications,  New  York. 
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N.  J.  WEEKLY  SOLD 

The  Dunellen  (N.  J.)  Weekly  Call, 
whiedi  was  founded  in  1892  was  last 
week  purchased  by  George  W.  Spayth 
and  a  group  of  associates.  The  Dun¬ 
ellen  Chronicle,  published  by  Mr. 
Spayth,  who  is  also  publisher  of  three 
other  weeklies  in  adjoining  munici¬ 
palities,  will  be  mergeei  with  the  Call. 
The  merger  gives  Mr.  Spayth  control 
of  all  newspapers  in  norffiem  Middle¬ 
sex  county.  In  the  newspaper  field 
for  23  years  Spayth  has  been  cartoon¬ 
ist  on  the  Washington  (D.  C.)  Times, 
Galveston  (Tex.)  News,  Fort  Wayne 
(Ind.)  Journal  Gazette,  and  has  been 
head  of  the  art  depairtments  of  the 
Houston  (Tex.)  Chronicle,  Camden 
(N.  J.)  Courier  and  Reading  (Pa.) 
Times. 
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many  fight  writers  teams  in  daily's  leagues 

II  ADC  The  South  Bend  Tribune  has  opened 
flt.biUE«LI  ollNLli^ULAKd  its  softball  season  for  1936.  The  soft- 

ball  association  established  in  1931 
has  grown  from  a  membership  of  20 
teams  to  66  teams  for  the  season. 
Seven  leagues  in  South  Bend  and 
tliree  in  the  adjacent  city  of  Misha¬ 
waka  make  up  the  association.  Cham¬ 
pions  of  each  league  are  awarded 
pennants  by  the  Tribune  and  divi¬ 
sional  winners  receive  silver  loving 
cups.  Jack  Ledden,  Tribune  sports 
editor,  is  commissioner  of  the  leagues 
and  also  state  commissioner  of  the 
Amateur  Softball  Association  of 
America,  governing  body  of  the  sport 
in  44  states. 


Several  Protest  at  Arrangements 
Provided  at  Louis-Schmeling  Fight 
— “Unfortunate”  Says  St.  Denis 
of  20th  Century  Club 

Informed  of  numerous  complaints 
by  out-of-town  newspapers  in  regard 
to  the  treatment  of  their  sports  writ¬ 
ers  in  covering  the  recent  Joe  Louis- 
llax  Schmeling  fight  in  New  York, 
Walter  St.  Denis,  press  agent  for  the 
Twentieth  Century  Sporting  Club, 
promoter  of  the  bout,  explained  that 
it  was  “one  of  those  unfortunate 
things  that  couldn’t  be  helped.’’ 

The  general  indignation  of  out-of- 
town  reporters  was  against  the  ac¬ 
commodations  afforded  them  at  Yan¬ 
kee  Stadium.  They  complained  that 
the  New  York  papers  and  a  handful 
of  outsiders  were  taken  care  of  at 
ringside,  but  the  rest  of  the  working 
press,  representing  at  least  200  papers, 
was  allotted  space  in  the  grandstand, 
170  feet  or  more  from  the  ring.  Two 
of  the  grandstand  press  sections  were 
behind  the  elevated  seats  in  the  infield 
at  such  a  level  reporters  had  to  stand 
on  their  chairs  to  see  the  upper  por¬ 
tions  of  the  fighter’s  bodies,  it  was 
stated. 

Most  of  the  complaining  papers  say 
that  they  are  all  clients  of  the  big 
news  services  and  syndicates.  As  one 
paper  put  it,  "The  services  and  the 
syndicates  provide  their  clients  with 
millions  of  words  concerning  Mr. 
Jacobs’  promotions.  Naturally  that 
material  is  of  little  value  to  the  news¬ 
papers  if  it  only  serves  to  create  in¬ 
terest  in  an  event  which  they  cannot 
adequately  cover  when  it  occurs.” 

St.  Denis  explained  that  the  club 
realized  the  inadequacy  of  the  work¬ 
ing  press  stand  but  that  its  hands 
were  tied  by  a  rule  of  the  New  York 
State  Boxing  Commission  which 
states  that  only  four  rows  of  seats 
may  be  reserved  for  ringside  press 
coverage.  These  accommodated  about 
190  reporters  of  the  600  who  were 
present.  He  added  that  as  the  fight 
was  in  New  York  it  was  only  logical 
that  the  local  newspapermen  should 
get  first  choice  of  seats. 

SL  Denis  said  that  he  had  recom¬ 
mended  to  the  members  of  the  Boxing 
Writers’  Association  that  they  go  to 
the  Boxing  Commission  and  ask  to 
have  the  rule  changed.  “The  Com¬ 
mission  must  be  made  to  realize  the 
real  importance  of  the  newspaper 
writers,”  he  said. 

Late  this  week  the  Boxing  Com¬ 
mission  announced  that  six  ringside 
rows  would  hereafter  be  set  aside  for 
the  press. 


CARRIER  STRIKE  AVERTED 

{Special  to  Editor  &  Publisher) 
Milwaukee,  Wis.,  June  29  —  A 
threatened  strike  of  newspaper  car¬ 
riers  on  the  far  south  side  of  Mil¬ 
waukee  was  settled  by  the  Milwaukee 
(Wis.)  Wisconsin  News  last  week.  The 
newsboys  had  threatened  a  strike 
against  the  newspaper  where  mem¬ 
bers  of  the  Milwaukee  Newspaper 
guild  are  conducting  a  strike,  iinless 
they  were  paid  for  customers  they 
lost  due  to  the  strike.  The  boys  won 
an  agreement  under  which  they  will 
continue  to  draw  six  cents  a  week  for 
every  reader  on  their  routes  who 
cancels  a  subscription.  The  boys  had 
been  losing  many  subscribers  as  a 
result  of  the  Milwaukee  Newspaper 
guild’s  strike  due  to  active  efforts  of 
the  strikers.  The  6  cents  a  week  they 
will  get  for  each  lost  subscriber  will 
equal  their  normal  profit  on  actual 
subscribers  according  to  H.  M.  Van- 
Ihisen,  circulation  manager. 


SPONSORING  TOURNAMENT 

The  first  annual  tournament  of  the 
newly  organized  Wisconsin  State  As¬ 
sociation  of  Baseball  Leagues,  will  be 
held  at  Borchert  Field  in  Milwaukee, 
Sept.  4  to  7,  under  auspices  of  the  Mil- 
waukee  Sentinel.  Twenty-one  leagues 
have  definitely  entered.  Ronald  S. 
McIntyre,  Milwaukee  Sentinel  sports 
editor,  was  elected  president  and 
tournament  director. 


ISSUED  SPECIAL  EXTRA 

A  “President’s  Speech  Extra”  was 
published  by  the  Philadelphia  Evening 
Bulletin  at  10:30  p.m.  June  27  on  the 
Roosevelt  notification  and  acceptance 
ceremony  in  Franklin  Field,  attended 
by  a  crowd  of  more  than  100,000.  It 
was  one  of  the  latest  editions  ever 
published  by  the  Bulletin  and  went 
to  press  after  hours  of  uncertainty 
whether  the  acceptance  ceremony 
would  be  held  on  Franklin  Field  or 
be  transferred  back  to  Convention 
Hall.  Many  thousands  of  extra  copies 
were  sold. 


280  CARRIERS  MAKE  TRIP 

The  most  extensive  excursion  ever 
planned  for  the  Spokane  Spokesman- 
Review  and  Chronicle  carriers,  saw  the 
largest  number  of  boys  qualifying  in 
the  history  of  the  two  papers.  Ac¬ 
companied  by  14  men  from  the  cir¬ 
culation  department,  280  boys  re¬ 
cently  made  the  three  day  all-ex¬ 
pense-paid  tour  that  took  them  to 
Seattle,  Bremerton,  and  across  the 
Canadian  line  to  Victoria,  B.  C.  L.  E. 
Dyer,  circulation  manager  was  in 
charge  of  the  delegation. 


NEW  FEATURE  COLUMN 

“Birthday  Greetings”  is  a  new  fea¬ 
ture  of  the  San  Francisco  Chronicle, 
appearing  in  the  first  column  of  the 
section  page.  Five  personages  of  the 
metropolitan  region  whose  birthdays 
are  on  the  day  of  publication  are 
presented  daily.  A  picture  with  a 
brief  biographical  sketch  of  each  is 
given  in  the  column. 

112  IN  GOLF^ TOURNAMENT 

The  largest  entry  list  in  its  history 
made  the  Southern  Appalachian  Golf 
tournament,  sponsored  by  the  Knox¬ 
ville  (Tenn.)  Journal,  one  of  the  most 
successful  sporting  events  of  the  sea¬ 
son.  One  hundred  and  twelve  golfers 
played  in  the  tournament,  supervised 
by  Barney  Ballard,  Journal  sports  ed¬ 
itor,  and  Joe  Kennedy,  city  profes¬ 
sional. 

TRIBUNE  HOLDS  REGATTA 

The  Chicago  Tribune  sponsored  its 
first  sailing  regatta  for  small  boats 
June  28,  marking  the  newest  sports 
promotion  of  the  paper.  The  regatta 
races  were  for  the  small,  popular  and 
inexpensive  classes  of  sail  craft.  The 
event  was  held  under  the  direction 
of  John  Waring,  Jr.,  yachting  editor. 


COLOR  ON  AMERICAN  p.  1 

The  New  York  American  used 
three  colors  and  black  on  a  front  page 
cartoon  for  the  first  time  this  week. 
Others  will  follow.  Monday’s  cartoon 
showed  James  Farley  painting  gold 
stripes  on  the  Democratic  donkey.  The 
paint  was  labelled  public  fimds  and 
the  cartoon  captioned  “A  Little  Gold 
Paint  and  the  Jackass  Is  a  Tiger.” 
The  American  is  to  carry  an  eight 
column  four  color  cartoon  on  the 
back  page  July  4. 


MRS.  BARBER  JOINS  WEEKLY 

Josephine  Barber,  foreign  corre¬ 
spondent  and  former  editor  of  the 
League  of  Nations  news  service,  has 
joined  the  rewrite  staff  of  the  New 
York  Woman,  new  weekly  magazine 
to  be  published  in  September.  Mrs. 
Barber  is  the  widow  of  Will  Barber, 
Chicago  Tribune  correspondent  who 
died  in  Ethiopia  early  this  year 
and  was  posthumously  awarded  the 
Pulitzer  Prize  for  1936. 

36  WIN  NIAGARA  TRIP 

Thirty-six  4-H  club  boys  and  girls 
won  a  trip  to  Niagara  Falls  recently 
as  guests  of  the  LaPorte  (Ind.) 
Herald-Argus  after  earning  their  trips 
in  a  mail  subscription  and  classified 
advertising  selling  contest. 

1,700  ENTER  NET  PLAY 

Approximately  1,700  amateur  tennis 
players  are  entered  in  the  third  an¬ 
nual  Chicago  Herald  &  Examiner- 
Chicago  F*ublic  Parks  championship 
tournament,  which  began  this  week 
with  play  on  19  city  courts. 


LEMON  SUCCEEDS  MORRISON 

C.  E.  Lemon,  circulation  manager 
of  the  Yonkers  (N.  Y.)  Herald-States¬ 
man,  has  been  named  circulation 
manager  of  the  Toledo  News-Bee  suc¬ 
ceeding  Glenn  Morrison,  resigned. 
Mr.  Lemon  started  his  career  with  the 
Capper  Publications  and  then  joined 
the  St.  Joseph  (Mo.)  News-Press  and 
Gazette  as  circulation  manager.  Later 
he  joined  the  Westchester  Coimty 
Newspapers  as  circulation  manager  of 
the  Yonkers  daily. 


ADDS  FINANCIAL  SECTIONS 

The  Los  Angeles  Evening  News  will 
begin  a  daily  three-page  financial  sec¬ 
tion  on  July  7,  with  Merritt  Jorz, 
former  city  editor  of  the  Illustrated 
Daily  News,  as  editor.  The  complete 
New  York  financial  report  by  United 
Press  leased  wire  will  be  used.  Suc¬ 
ceeding  Jorz  as  city  editor  of  the 
morning  paper  will  be  James  Carey, 
former  night  city  editor,  who  in  turn 
is  replaced  by  Foster  Goss. 


LEARN  TO  SWIM  CAMPAIGN 

The  Spartanburg  (S.  C.)  Herald  and 
Journal  is  cooperating  with  the  Y.  M. 
C.  A.  in  a  “Learn  to  Swim”  campaign 
for  boys  12  to  18  years  of  age.  The 
“Y”  pool  is  being  used,  and  all  boys 
applying  for  lessons  with  a  Herald- 
Joumal  coupon,  are  eligible  to  free 
instruction.  1110  papers  also  have  a 
large  Boy  Scouts  troop,  composed  of 
carriers  and  sponsored  by  the  local 
Kiwanis  club. 


SPONSORING  ORGAN  RECITALS 

The  Salt  Lake  City  Deseret  News, 
commencing  this  week,  will  give  a 
series  of  five  free  weekly  Wednesday 
afternoon  concerts  on  the  world- 
famoxis  organ  of  the  historic  Mormon 
Tabernacle  in  Salt  Lake  City.  The 
music  will  be  played  by  a  prominent 
Salt  Lake  City  organist. 


CEKTTinEO 


52  BOYS  VISITED  ATLANTA 

Fifty-two  Anniston  (Ala.)  Star  car¬ 
riers  were  recently  the  daily’s  guests 
on  a  visit  to  Atlanta.  The  group  left 
Anniston  in  two  chartered  busses. 
Arriving  in  Atlanta,  they  dined,  after 
which  they  toured  the  city.  Rhett 
Shields,  circulation  manager,  was 
chaperon. 


40  ENTER  SWIM  MEET 

The  Wilmington  (Del.)  Morning 
News  is  sponsoring  a  swimming  com¬ 
petition  which  comprises  champion¬ 
ships  in  three  coimties,  lists  45  events, 
and  has  an  entry  list  of  more  than  400 
persons.  Three  separate  meets  will  be 
held. 


TO  SPONSOR  SWIM  MEET 

The  North  Jersey  shore  swimming 
championships  again  will  be  conducted 
by  the  Newark  (N.  J.)  Sunday  Call 
Swimming  Club  this  year  at  Bradley 
Beach  Pool. 


HOST  TO  2,500  ORPHANS 

The  Milwaukee  (Wis.)  Sentinel  was 
host  to  2,500  orphans  at  a  special 
showing  of  “The  White  Angel”  at  the 
Warner  'Theater,  Milwaukee,  Jime  27. 


No  Longer  ‘*High  Hat,” 
Publishing  Is  the  Realm  of 
Printers 

WHEN  politics  gained  the 
ascendancy  in  the  daily 
publishing  field,  many  papers 
were  hand  fed  and  kept  alive 
by  political  factions  needing 
an  “organ.”  Sound  publish¬ 
ing  ideals  langpzished. 

The  political  organ  failed  to 
stand  the  stress  of  modem  de¬ 
mands.  High  hatted  political 
minions  disappeared.  Surviv¬ 
ing  publications  are  headed  by 
earnest,  competent  men  who 
are  proud  to  be  known  as  print¬ 
ers.  Versed  in  every  angle  of 
publishing  mechanics,  they 
know  good  materials,  includ¬ 
ing  Certified  Mats. 

For  dependable  stereotyping, 
rely  on  Certified  Mats,  made 
in  the  U.  S.  A. 

CERTIFIED  DRY  MAT 
CORPORATION 

340  Madison  Ave.,  Now  York,  N.  T. 
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LACK  OF  AD  TRUTHS 
PROVES  EFFECTIVE 

Standard  Oil  Campaign  Violates 

Many  Snpposed  Rules,  Bat 
Introduces  Humor  in  High* 
Mileage  Copy 

{Special  to  Editor  &  Publisher) 

Chicago,  June  29-r-A  ruinous  para¬ 
dox  to  the  “truth-in-advertising”- 
jubilation  at  the  Advertising  Federa¬ 
tion  of  America  convention  in  Boston 
this  week  is  the  current  “tall  story” 
testimonial  campaign  which  Standard 
Oil  Company  of  Indiana  is  running 
in  mid- west  newspapers. 

Reader  interest  surveys  show  that 
the  greatly  exaggerated  statements  of 
“Lester  Longbrow”  and  “Sarah  B. 
Sashweight”  are  being  read  with  avid 
interest  by  the  general  public,  accord¬ 
ing  to  Standard  Oil  officials.  Many 
readers  are  not  only  enjoying  the  “tall 
stories”  of  the  mythical  users  of  Red 
Crown  gasoline,  but  are  “staying  with 
the  ads,”  into  the  straight  sales  story, 
it  was  stated. 

While  not  inclined  to  give  the  cur¬ 
rent  advertising  entire  credit  for  the 
large  sales  gains.  President  Edward  G. 
Seubert,  Sales  Vice-President  Allan 
Jackson  and  Gieneral  Sales  Manager 
Amos  Ball  are  reported  to  be  highly 
pleased  with  the  “entertaining  fea¬ 
tures”  of  the  present  campaign. 

In  an  effort  to  get  away  from 
“blatant  blurbs”  concerning  the  rela¬ 
tive  merits  of  gasoline,  copy  writers 
handling  the  Standard  Oil  account  hit 
upon  a  “theme”  which  is  not  designed 
primarily  to  tell  the  gasoline  buyer 
why  this  particular  motor  fuel  is  bet¬ 
ter  than  any  other.  As  a  result,  the 
summer  campaign  is  described  by 
Advertising  Manager  A.  N.  Steele  as 
being  “advertising  without  a  claim  in 
it” 

Tying  in  with  the  current  “world’s 
greatest”  gasoline  mileage  test,  in 
which  the  motoring  public  has  been 
invited  to  keep  an  accurate  record  of 
its  gas  and  oil  expenses,  the  amusing 
and  extravagant  testimonials  by  ficti¬ 
tious  characters — members  of  the  Tall 
Story  Club — were  introduced.  Thus 
it  was  that  “Barney  B.  Barnacle” 
boasted  in  large  display  space  in 
1,500  newspapers;  “Already  this  Red 
Crown  saved  me  more  than  I  paid 
for  it — and  I’ve  still  got  it!” 

Below  a  five-em  dash,  the  copy 
writers  stated  quite  frankly  they 
thought  Mr.  Barnacle’s  imagination 
had  got  the  best  of  him.  They  did 
assert,  however,  that  Red  Crown 
would  deliver  “as  many  miles  per- 
gallon  as  any  other  regular- priced 
gasoline  on  the  market — if  not  more.” 
But  rather  than  to  argue  about  it, 
they  invited  the  motorist  to  join  the 
“world’s  greatest  road  test.” 

Typical  of  the  series  are  the  fol¬ 
lowing  “startling  stories”  by  testators: 

“Lester  Longbrow”  told  how  he  had 
traveled  four  miles  on  a  two-ounce 
bottle  full  of  the  product.  “Janet  G. 
String”  complained  that  she  had 
saved  so  much  gasoline  she  had  been 
compelled  to  rent  a  bam  to  store  it 
in.  “Lloyd  Legpull”  told  how  he  did 
16.3  miles  “by  merely  giving  the  car¬ 
buretor  a  whiff  from  a  gasoline- 
scented  hanky.”  “Sarah  B.  Sash¬ 
weight”  modestly  admitted  she  only 
gets  “1,000  miles  to  a  tankful.” 

Accompanying  each  ad  is  a  “char¬ 
acter”  picture  of  the  testator.  ’The 
photographs  are  of  real  people — 
picked  from  75  character  actors  at 
Hollywood  by  Paul  Holder,  art  di¬ 
rector  of  McCann-Erickson,  Inc.,  ad¬ 
vertising  agency  handling  the  accoimt. 
To  H.  G.  Smith,  account  executive; 
John  Jamieson,  copy  chief,  and  his 
two  assistants,  Gelston  Hordy  and 
George  Dunscomb,  go  the  credit  for 
the  original  copy. 


‘SERVICE  ON  THE  WING’ 

Paris  Hats  Advertised  in  San  Fran¬ 
cisco  Four  Days  After  Purchase 

Transfer  of  merchandise  from  Paris 
to  San  Francisco  in  less  than  lour 
days  provided  the  theme  of  an  in¬ 
teresting  advertisement  placed  in  San 
FVancisco  newspapers  by  O’Connor, 
Moffatt  &  Co.,  department  store.  Use 
of  three  airplane  lines  and  of  the 
dirigible  Hindenburg  enabled  the  84- 
hour  shift  from  point  of  origin  to  dis¬ 
tant  market. 

“Inaugurating  ‘Service  on  the  Wing’  ” 
was  the  caption  displayed  over  the 
advertising  story.  As  an  illustration, 
a  view  of  the  store  was  produced  un¬ 
der  the  spreading  wings  of  a  transport 
plane. 

Louis  A.  Artieres,  buyer,  left  Paris 
with  hats  he  had  selected  personally 
at  2  p.m.  June  19.  Three  hours  later 
he  landed  at  Frankfurt,  Germany, 
and  departed  from  Germany  at  10 
p.m.  that  night  on  the  Hindenburg. 
Reaching  Lakehurst,  N.  J.,  at  6  a.m. 
June  22,  he  arrived  in  San  Francisco 
at  2: 40  a.m.  the  following  day.  Within 
a  few  hours  of  his  arrival  newspaper 
advertising  was  telling  San  Francisco 
that  hats  but  four  days  out  of  Paris 
were  available  at  the  store. 

STEEL  ADVERTISING 

Iron  and  Steel  Institute  Uses  375 
Papers  in  Labor  Campaign 

The  American  Iron  and  Steel  In¬ 
stitute  adopted  national  advertising 
Wednesday,  July  1,  as  a  weapon  in  its 
fight  against  the  imionization  of  its 
500,000  employes  on  a  closed  shop 
basis  by  the  Conunittee  for  Industrial 
Organization,  headed  by  John  L. 
Lewis,  president  of  the  United  Mine 
Workers  of  America. 

Approximately  375  full-page  ads 
appeared  as  a  message  to  the  public 
and  employes  of  the  industry  an- 
noimcing  the  steel  industry’s  stand 
against  outside  unionization. 

John  W.  Hill  of  the  firm  of  Hill  & 
Knowlton,  publicity  counsel,  is  direc¬ 
tor  of  public  relations  of  the  Institute. 
The  copy  is  being  placed  by  McCann- 
Erickson,  Inc.  This  marks  the  first 
time  the  Institute  has  utilized  the  ser¬ 
vices  of  an  advertising  agency. 

LAUNCHING  NEW  WHISKY 

Gen.  Frank  R.  Schwengel,  vice- 
president  of  Seagram-Distillers  Cor¬ 
poration  has  annovmced  the  organiza¬ 
tion  of  the  Lincoln  Inn  Distilling  Co., 
Inc.,  as  a  division  of  Seagram’s.  The 
Lincoln  Inn  Distilling  Co.,  Inc.,  will 
market  Silver  Dollar,  an  18  months’ 
old  American  bourbon  whisky  priced 
in  the  dollar  class.  An  extensive  ad¬ 
vertising  campaign  is  planned.  I.  S. 
(“Stick”)  Randall,  former  General 
Foods  executive,  has  been  appointed 
manager  of  sales.  David  M.  Davies  is 
advertising  manager.  J.  Stirling 
Getchell,  Inc.  New  York,  will  handle 
the  advertising. 

PRESBREYS  WIN  AT  GOLF 

Charles  Presbrey,  president  of  the 
Frank  Presbrey  Company,  advertising 
agents.  New  York,  and  his  son  Charles 
S.  Presbrey,  who  expects  to  enter 
Princeton  University  in  the  fall,  won 
the  father  and  son  golf  tournament 
June  29  at  the  Garden  City  Golf  Club, 
Long  Island.  Frank  Presbrey,  father 
of  Charles  and  grandfather  of  Charles 
S.,  who  is  now  81,  was  not  only 
founder  of  the  father  and  son  tourna¬ 
ment  but  also  organizer  of  the  United 
States  Senior  Golf  Association. 


852  DAILIES  GET  COPY 
FROM  RAILROADS 

Two  Insertions  Promoting  “Railroad 
Week”  Will  Be  Followed  by  Five 
Others  In  $300,000  Drive 
To  Increase  Travel 

{Special  to  Editor  &  Publisher) 
Chicago,  June  30 — The  initial  ad¬ 
vertisement,  announcing  “Railroad 
Week,”  appeared  in  852  daily  news¬ 
papers  today,  marking  the  opening 
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WESTERN  RAILROADS 


of  the  $300,000  newspaper  advertising 
campaign  of  the  Western  Association 
of  Railway  Executives,  Railroad 
Week  will  be  observed  July  13-18  in 
all  on-line  cities  of  western  roads. 

A  second  and  larger  ad,  800  lines  in 
size,  is  scheduled  for  July  7,  in  which 
750,000  railroad  workers  invite  the 
general  public  to  participate  in  the 
“big  week”  in  which  rail  transporta¬ 
tion  will  be  popularized.  In  addition 
to  these  two  advertisements  the  west¬ 
ern  roads  will  used  five  insertions  in 
the  same  list  of  852  dailies,  making 
seven  insertions  in  all.  The  size  of 
the  ads  in  the  five  future  insertions, 
between  now  and  September,  is  155 
lines  on  four  columns  in  96  metropoli¬ 
tan  dailies  and  145  lines  on  three  col¬ 
umns  in  the  rest  of  daily  newspaper 
list.  Supplementing  the  daily  sched¬ 
ule  is  a  campaign  by  the  western 
roads  in  more  than  6,000  weekly 
newspapers. 

Aside  from  Railroad  Week,  the  cam¬ 
paign  will  be  institutional  in  charac¬ 
ter,  featuring  various  improved  ser¬ 
vices  of  the  western  roads. 

Decision  of  the  western  railroads 
again  to  use  newspapers  exclusively 
is  based  on  their  success  last  year, 
when  $50,000  was  spent  for  advertis¬ 
ing  in  350  dailies. 

Newspapers  included  in  the  current 
campaign  are  in  the  area  from  the 
Great  Lakes  region  to  the  Pacific 
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coast  and  from  boarder  to  border  on 
the  north  and  south.  The  eastern 
limit  is  the  Illinois- Indiana  state 
line,  except  for  a  few  cities  on  the 
line,  but  south  of  Illinois,  including  J 
Memphis.  The  campaign  includes  all 
daily  papers  in  Louisiana  and  all 
dailies  west  of  the  Mississippi  River; 
also  all  dailies  in  Wisconsin  and  the 
northern  peninsula  of  Michigan. 

The  newspaper  series — in  contrast 
with  the  magazine  campaign  of  the 
Association  of  American  Railroads— 
is  being  prepared  and  placed  by 
Reincke  -  EJlis  -  Younggreen  &  Finn, 
local  agency. 

AMONG  ADVERTISING  FOLK 

Russell  T.  Gray,  Inc.,  Chicago,  has 
added  L.  G.  Willcox  as  vice-president 
He  was  formerly  vice-president  and 
general  manager  of  the  Maujer  Pub¬ 
lishing  Co.,  Chicago. 

William  M.  DeVitalis  has  joined 
Erwin,  Wasey  &  Co.,  Inc.,  New  York, 
in  an  executive  capacity.  Mr.  DeVi¬ 
talis  was  associated  with  Macfadden 
Publications  for  many  years  and  re¬ 
cently  has  been  the  general  sales  ^ 
manager  of  Gordon  Dry  Gin  Co.,  Ltd. 

Ronald  E.  Bean,  for  seven  years 
with  the  retail  advertising  art  depart¬ 
ment  of  Montgomery  Ward  &  Co^ 
Chicago,  has  joined  Henri,  Hurst  & 
McDonald,  Chicago  agency,  as  layout 
artist. 

John  F.  Price,  for  the  past  four  and 
a  half  years  vice-president  in  charge 
of  the  Chicago  office  of  L.  W.  Ramsey 
Company,  has  joined  the  Chicago  office 
of  Pletcher  &  Ellis,  Inc.  Mr.  Price 
headed  his  own  agency  for  a  number 
of  years  before  becoming  associated 
with  L.  W.  Ramsey  Company. 

Ernest  Frank,  after  12  years  asso¬ 
ciation  with  the  Chicago  American,  as 
its  State  Street  department  store  rep¬ 
resentative,  has  opened  his  own  ad¬ 
vertising  agency  at  570  West  Mon¬ 
roe  Street,  to  handle  general  and 
retail  accounts. 

Justin  R.  Wedell,  chairman  and 
managing  director  of  the  European 
offices  of  Erwin,  Wasey  &  Co.,  sailed 
for  London  on  the  Aquitania,  June  27, 
after  a  short  visit  to  New  York.  N. 
C.  Dibben,  of  the  London  office,  is  re¬ 
turning  to  England  on  the  Normandie 
July  1  following  a  six- week  stay  in 
this  country.  E.  J.  Smith,  vice-chair¬ 
man  of  Erwin,  Wasey  &  Co.,  Ltii, 
London,  returned  to  England  on  the 
Queen  Mary  June  24  after  a  short 
visit  to  New  York. 

Norman  Nash,  formerly  with  J. 
Walter  Thompson  and  Newell  Emmett 
Company,  has  joined  the  copy  staff  of 
Arthur  Kudner,  Inc.,  New  York. 

Lloyd  Fisher,  formerly  an  account 
executive  with  the  Lawrence  C. 
Gumbinner  Agency,  has  joined  the 
New  York  staff  of  the  Elks  Magazine. 


FLEX  dry  mats  are  particularly 
good  for  tine  halftone  reproduc¬ 
tion,  for  clean  printing  of  type 
matter,  and  for  producing  good 
black  solids.  FLEX  mats  mold  best 
at  low  pressures,  hence  are  easy 
on  weak  slugs,  delicate  hairlines, 
screen  dots,  etc. 

Samples  of  FLEX  dry  mats  will  be 
sent  on  request. 


NEW  POST  FOR  MANSFIELD  | 

Harold  Mansfield  has  been  named 
new  manager  of  the  advertising  and 
publicity  department  of  the  Boeing  I 
Aircraft  Co.,  Seattle.  I 


FLEXIDEAL  DRY  MAT  COMPANY 

2/  lOej/^l*zcc/  I^wJjc'cA 
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SPEAKERS  OVERFLOW  BOSTON’S  AIR 
WITH  VARIEGATED  OFFERINGS 

Tid'Bits  from  Super-Abundance  of  Vocal  Ideas  Given — 
Thorpe  Says  Business  Must  Pay  the  Price  If  It  Seeks  More 
Activity — Outdoor  Men  Satisfied  with  Good  Will 

By  ROB^T  MAi<N 

Boston,  July  2 — The  138  speakers  which  interfered  with  the  develop¬ 
er  so  (we  didn’t  count  them  our-  ment  of  residentuil  areas  and  which 
self)  at  the  niunerous  sessions  of  this  offended  good  taste.  I  don’t  think 
week’s  advertising  conventions  spread  there  is  any  branch  of  the  advertising 
a  varied  mental  fare  for  those  who  industry  which  has  made  such  rapid 
cared  to  dash  about  from  one  meeting  strides  in  the  direction  of  good  taste 
to  another  in  search  thereof.  as  yours  has  done  in  the  last  ten 

At  one  department  meeting  it  was  years, 
seriously  proposed  to  cancel  most  of  “In  many  parts  of  the  country,  the 
the  organization’s  own  sessions  next  public  utilities  have  combined  forces 
year,  so  the  members  could  get  the  with  the  manufacturers  of  lamps  and 
benefit  of  the  elaborate  programs  the  manufacturers  of  advertising  dis- 
available.  plays  in  the  establishment  of  schools 

Here  are  a  few  high  spots:  of  instruction  for  people  engaged  in 

*  *  *  the  sign  advertising  business.  One 

Hal  R.  McNAMEE,  partner  in  of  the  most  important  accomplish- 
Richardson,  Alley  &  Richards  ments  of  this  effort  has  been  an  ap- 
Company,  New  York  and  Boston  Ad-  preciation  of  the  electric  sign  prob- 
vertising  Agency:  lem  from  the  standpoint  of  architec- 

“A  high  percentage  of  industrial  ad-  tural  design.” 
vertising  is  monotonous  and  selfish.  •  •  • 

It  presupposes  interest  on  the  part  of  T  T  B.  LEQUATTE,  president 
the  prospect  in  you  and  your  product.  1~1  •  Churchill-Hall,  Inc.,  New  York, 
It  seems  almost  to  say  ‘You  Indus-  and  president  Advertising  Club  of 
trial  fellows  are  different,  less  hu-  New  York,  speaking  before  Rotary 
man,  less  affected  by  the  things  in  Club  of  Boston: 
which  the  world  finds  greatest  inter-  “Mass  production  may  eliminate 
est — so  I  must  approach  you  on  a  cold  workers  individually.  Collectively  it 
factual  statistical  slide-rule  basis.’  adds  factory  workers,  clerical  and 
“My  point  is  that  these  industrial  salesworkers  and  workers  in  related 
fellows  are  not  diffierent.  They  cry  industries  and  businesses,  including 
when  they  are  hurt  and  they  laugh  transportation. 

when  they  have  been  amused.  They  “Mass  production  is  an  American- 
would  rather  go  to  the  ball  game  than  bred  innovation.  I  am  disposed  to  say 
work.  They  enjoy  the  movies  and  its  parent  is  advertising.  But  per- 
they  don’t  go  to  the  opera.  They  are  haps  that’s  too  much  to  say.  I  can 
the  boys  who  sing  ‘Sweet  Adeline’  at  say,  however,  that  advertising  was 
the  19th  hole.  They’re  human  flesh-  the  forerunner  of  high-speed  nation- 
and- blood  guys  who  have  shown  their  ^ide  selling  operations,  and  these  op- 
humanness  to  you,  the  advertiser,  in  erations  combined  with  advertising 
a  thouswd  different  ways.  Am  I  a  generated  the  sales  power  which  made 
radical  if  I  suggest  to  you  that  the  mass  production  possible  and  prac- 
most  effective  industrial  copy  you  can  tical.” 
write  would  be  to  clothe  your  story  *  •  • 

in  terms  of  their  interests— which  are  ^DGAR  KOBAK,  vice-president  of 
verj’,  very  human.”  Jjj  Lord  &  Thomas,  New  York,  and 

*  *  *  chairman  of  the  Board,  AFA,  speaking 

Merle  THORPE,  editor  of  Na-  to  the  public  utilities  advertising  as- 
tion’s  Business,  Washington,  D.  C.:  sociation: 

“If  we  really  want  business  activity  “You  keep  your  service  at  a  high 
— we  can  pay  the  price  and  get  it  The  peak  of  efficiency  by  constant  watch- 
price  is  not  money,  but  something  fulness.  When  a  gas  main  has  a  leak, 
even  more  difiicult  to  part  with  than  crews  work  night  and  day  to  repair 
money,  namely,  prejudices.  The  price  is  the  trouble.  When  one  insulator  on  a 
the  confession  on  our  part  that,  like  it  high  line  is  damaged,  repair  crews 
or  not,  there  are  those  among  us  gifted  tackle  the  job  at  once.  But  when 
as  stimulators  of  trade.  The  price  we  sales  slow  down— when  you  are  at- 
must  pay  is  to  overcome  the  envy  and  tacked  by  politicians— when  you  are 
hate  we  are  taught  to  hold  for  those  misunderstood  by  consumers  —  the 
who  gain  success  in  their  work  as  en-  chances  are,  first,  that  you  haven’t 
terprisers.  The  price  we  must  imy  is  been  keeping  up  your  fences— you 
a  return  to  the  one-time  sentiment  have  let  down  on  your  advertising 
of  conunendation  for  those  who  are  banage.  You  thought  you  were  in  a 
successful  in  producing  and  marketing  good  spot  and  then  found  yourselves 
things,  and  the  measure  of  their  sue-  on  the  spot.  Second:  Then  when 
cess  is  the  munber  of  men  who  are  on  the  damage  is  done  the  necessary 
their  payrolls.  The  price  includes  the  repair  work  is  tackled  much  more, 
trowing  overboard  of  a  fond  delu-  leisurely  than  if  you  were  meeting 
sion,  world-wide,  that  political  agen-  physical  breakdowns.  Your  operating 
cies  can  develop  and  stimulate  wealth-  and  repair  departments  are  on  the  job 
producing  enterprises  that  make  for  night  and  day.  Sales  and  advertising 
continuous  employment  of  men  and  and  public  relations  do  not  get  the 
women.”  *  *  ,  same  steady  driving  pressure.  Con- 

FRANK  D.  COMERFORD,  presi-  IIVTKRTV 
dent  Edison  Electric  Illuminating 
Company,  Boston,  speaking  to  the  w 

Outdoor  Advertising  Association:  CwalnAV  R  C'lnaalzA 

“While  some  of  your  members  may  *"*“*^**^*^ 

have  objected  when  the  public  au¬ 
thorities  prohibited  outdoor  signs  on  76,  Rue  om  ^tits-Champt 

some  of  our  more  scenic  highways,  I  Parii,  France 

think  you  will  agree  now  that  the  re-  TaiohaMi  Op«ra 

suits  have  been  worth  while  and  that 

you  luive  been  more  than  compen-  Travel  Experts 

sated  for  loss  of  revenue  by  the  good  — — 

will  that  you  have  created.  I  know  RapreaanutiT*; 

that  the  industry  itself  h^  ^en  tte  sjl  Y. 

lead  m  removing  signs  which  blocked  VAaderhu*  8-4760 

the  view  at  dangerous  intersections, 


tinuity  of  human  relations  work — of 
sales  and  advertising  work — is  as  im¬ 
portant  as  continuity  of  gas  and  elec¬ 
tric  service.” 

*  *  * 

Edward  R.  grace,  president  of 
Grace  &  Bement,  Inc.,  Detroit, 
and  president  of  the  Adcraft  Club  of 
Detroit,  speaking  at  national  Adver¬ 
tisers’  Conference: 

“The  advertising  agent  receiving  his 
compensation  as  a  sales  commission 
from  these  media  is  not  in  any  sense 
subsidized  by  this  fact  because  the 
media  recognize  the  inviolate  relation 
between  agent  and  client,  and  there  is 
doubt  whether  any  more  legitimate 
way  could  be  found  for  the  agent  to 
receive  compensation  for  his  service. 
However,  if  national  advertisers  who 
are  now  demanding  and  receiving  a 
cut  of  this  commission  would  be  hon¬ 
est  in  facai^  the  facts,  and  be  as  re¬ 
lentless  in  a  maintenance  of  the  prin¬ 
ciple  that  a  good  workman  is  worthy 
of  his  hire,  the  last  remaining  violation 
of  good  business  principles  would  be 
removed.” 

*  *  * 

RL.  HARLOW,  assistant  to  the 
•  president,  Yankee  Network, 
Boston: 

“Any  elaborate  merchandising  ser¬ 
vice  offered  as  a  part  of  a  radio  sta¬ 
tion’s  service,  is  a  tacit  admission  of 
the  weakness  of  that  station  by  the 
owners  themselves.  If  it  is  neces.sary 
for  a  station  to  make  all  kinds  of 
promises  of  merchandising  service,  in 
order  to  get  the  accoimt,  something  is 
wrong  either  with  the  station  itself  or 
its  card  rate. 

“In  the  final  analysis  the  advertiser 
pays  the  bill  and  it  would  be  a  lot 
more  equitable  to  reduce  the  card 
rates  for  the  station  facilities  to  a  fair 
figtire,  with  specific  charges  for  spe¬ 
cific  merchandising  services,  than  to 
make  the  user  of  time  who  doesn’t 
know  of  the  service,  or  desire  it,  pay 
part  of  the  cost  for  those  who  do  avail 
themselves  of  such  service.” 

*  •  * 

The  board  of  governors  of  the  Na¬ 
tional  Association  of  Better  Busi¬ 
ness  Bureaus  approved  applications  of 
new  Butter  Business  Bureaus  in  Nova 
Scotia  and  Youngstown,  Ohio. 

NEW  LIQUOR  MAGAZINE 

The  Central  Publishing  Company, 
Indianapolis,  Ind.,  is  preparing  dum¬ 
mies  for  a  magazine  to  be  known  as 
the  Indiana  Liquor  News,  the  first  issue 
of  which  is  scheduled  to  appear  early 
in  August. 

WITTE  &  BURDEN  MOVE 

On  the  tenth  anniversary  of  the  be¬ 
ginning  of  the  partnerslfip  Witte  & 
Burden,  advertising  agency,  annoimced 
their  removal  this  week  from  'Third 
Avenue,  Detroit,  to  better  facilities  at 
5757  Cass  Avenue. 


1/  you  need 
circulation 


men — 


Competent  to  take  charge  of 
your  entire  department,  or  to 
fill  important  posts  in  the 
department,  the  Welfare 
Committee  of  the  Interna¬ 
tional  Circulation  Managers 
Association  can  provide  you 
with  men  of  capacity  and 
ability. 

Address:  Clarence  E.  Eyster. 
Secretary-Treasurer.  The 
Peoria  Star,  Peoria,  Illinois. 


AGENCY  APPOINTMENTS 

Otoe  Food  Products  Co.,  Nebraska 
City,  Neb.,  has  appointed  Mitchell- 
Faust  Advertising  Company,  Chicago, 
to  formulate  advertising  plans  for 
Morton  House  Date  Pudding  and  other 
specialties. 

The  accoxmt  of  J.  W.  Marrow  Co., 
Chicago,  makers  of  Marrow  Finger 
Wave  Oil,  is  now  placed  by  Sellers 
Service,  Chicago  agency. 

Swafford  &  Koehl,  Inc.,  Chicago 
agency,  is  now  placing  the  accoimts 
of  the  Congress  Hotel,  Chicago,  and 
Nicollet  Hotel,  Minneapolis. 

Fletcher  &  Ellis,  Chicago,  are  now 
handling  the  accounts  of  Pennsylvania 
Salt  Co.,  Philadelphia;  Mosinee  Paper 
Mills,  Mosinee,  Wis.;  and  Malleable 
Iron  Range  Co.,  Beaver  Dam,  Wis. 

Associated  American  Artists  have 
appointed  Schwab  and  Beatty,  Inc.,  to 
handle  their  advertising  account. 

Revere  Copper  and  Brass,  Inc.,  an¬ 
nounces  the  appointment  of  J.  M. 
Mathes,  Inc.,  to  direct  an  advertising 
campaign  for  The  Tapster,  a  new 
opener  and  server  for  beer  in  cans. 

Scheck  Advertising  Agency  has  been 
named  to  handle  the  Christian 
Feigenspan  Brewing  Co.,  campaign. 

TO  TOUR  NORTHiRN  CAPITALS 

During  its  forthcoming  cruise  in 
northern  waters,  the  Advertising  As¬ 
sociation,  Inc.,  London,  Elngland,  July 
4-17,  the  delegation  will  visit  Den¬ 
mark,  Norway,  Sweden  and  Finland, 
and  in  each  country  an  elaborate  en¬ 
tertainment  is  being  prepared.  They 
will  meet  with  the  Danish  Advertising 
Association  in  Copenhagen,  July  7 
and  they  will  be  entertained  by  the 
Swedish  Advertising  Association  on 
July  10  at  Stockholm.  The  Finnish 
Advertising  Association  meeting  will 
be  held  July  11  at  Helsinki.  The  con¬ 
vention  with  the  Norwegian  Adver¬ 
tising  Association  will  be  held  July  14. 
The  general  session  will  be  held  in 
Oslo  July  14.  Sir  Edward  Been,  Bart, 
C.B.E.,  is  president. 

HAS  APPLIANCeTaCCOUNT 

National  Printing  Appliance  Cor¬ 
poration,  New  York,  has  placed  its 
account  with  Doyle,  Kitchen  &  Mc¬ 
Cormick,  Inc.,  New  York. 


Employers- 
Here’s  Your  Man! 


Thorou9hly  trained  and  EXPERI¬ 
ENCED  man— in  46  itataa— have 
thair  panonal,  education  and  aiperi- 
anca  records  filed  with  the  Parionnal 
Bureau  to  be  used  at  a  MOMENTS 
NOTICE  from  you.  Direct  contacts 
can  be  made  quickly. 

When  you  want  a  GOOD  man  In 
these  fields — 

Editorial — daily  and  weekly  newt- 
papers,  maqaiines  and  bualneas 
papers; 

Advertbinq  —  layout  and  detiqa, 
copyriqhtinq — agency  and  pvMt- 
cation; 

Radio-  continuity  writing,  program 
directing  and  announcing; 

Publicity— institutional  and  commer¬ 
cial— 

— You’ll  find  him  through  the  Per¬ 
sonnel  Bureau.  No  charges  to  em¬ 
ployers. 

SELECT  the  RIGHT  man  for  your 
staff  through— 

The  Personnel  Bureau 

of  Sigma  Delta  Chi 

836  Eichahg#  Av#.  Chica90t  lllinoit 
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ADVERTISING  FEDERATION 
ELECTS  McREYNOLDS 


(Continued  from  page  5) 


“It  is  impossible  to  estimate  the 
value  of  the  service  rendered  by  the 
truth-in-advertising  movement  in  its 
several  forms  of  organization  through 
these  twenty-five  years.  It  is  suffi¬ 
cient  to  say  that  the  actual  cost  of 
operations  as  compared  with  the  re¬ 
sults  obtained  is  infinitesimal.  But  it 
Ls  important  to  understand  that  its 
breadth  of  service  in  the  next  twenty- 
five  years  will  be  sorely  restrict^ 
unless  business  and  advertising  in¬ 
terests  express  in  a  more  substantial 
way  their  conscious  approval.” 

Mrs.  Meloney  delivered  an  inspira¬ 
tional  address  lauding  advertising  as 
an  educational  force  that  “tells  the 
story  of  life  today.”  Saying  that  the 
next  three  or  four  years  will  bring 
new  miracles  of  every-day  life,  she 
said  that  advertisers  will  have  the  task 
of  “telling  the  truth  about  unbeliev¬ 
able  things,  and  interpreting  an  un¬ 
believable  age  to  the  masses.” 

The  formal  opening  session  of  the 
convention,  held  Monday  at  a  lunch¬ 
eon  at  the  Hotel  Statler,  was  likewise 
devoted  in  large  part  to  a  defense  of 
advertising  as  a  public  benefactor. 
President  Chester  H.  Lang,  who  pre¬ 
sided,  cited  the  accomplishments  of 
advertising  in  raising  standards  of 
living  until  “the  position  of  the  com¬ 
mon  man  in  the  United  States,  even 
today,  is  a  magnet  for  the  whole 
world,”  and  said: 

**No  Moral  Right  to  Let  In¬ 
dustry  Remain  Unexplained** 

“Business  as  a  whole  does  not  come 
anywhere  near  to  telling  the  whole 
story  of  what  it  has  done  for  the  well¬ 
being  of  the  people  of  America.  We 
as  advertising  men  have  an  important 
job.  We  can  regain,  where  it  has 
been  lost,  and  retain  the  confidence  of 
the  public  that  business  serves  the 
public  welfare  and  will  continue  to  do 
so.  We  have  no  moral  right  to  allow 
industry  to  remain  imexplained.” 

The  theme  was  carried  forward  by 
representatives  of  both  advertisers 
and  consumers:  Ken  R.  Dyke,  gen¬ 
eral  advertising  manager  of  Colgate- 
Palmolive-Peet  Company,  and  (ffiair- 
man  of  the  board  of  ffie  Association  of 
National  Advertisers;  and  Mrs.  Grace 
Morrison  Poole,  honorary  president  of 
the  General  Federation  of  Women’s 
Clubs  and  dean  of  Stoneleigh  College, 
Rye  Beach,  N.  H. 

Both  agreed  that  women  buyers  are 
not  primarily  interested  in  strictly 
factual  statements  in  advertising,  and 
that  clear  forceful  copy  can  be  written 
without  limiting  it  to  laboratory  data. 
Mr.  Dyke  cited  Coca-Cola  as  an  ex¬ 
ample  of  a  “product  which  has  been 
built  up  from  scratch  through  careful 
judicious  use  of  advertising.” 

“Have  any  of  you  ever  seen,”  he 
asked,  “a  Coca  Cola  advertisement 
which  simply  set  forth  the  formula 
and  let  it  go  at  that?  Have  you  ever 
seen  a  Coca  Cola  advertisement  in  bad 
taste?  Nor  have  you  ever  seen  one 
iise  a  gross  exaggeration,  misuse  of 
sex  appeal  or  that  type  of  approach. 
And  why  not?  Because  the  makers 
of  that  product  rightfully  decided  that 
Mr.  and  Mrs.  Public  don’t  care  a 
whoop  what  the  formula  is.  They 
want  a  refreshing,  harmless  drink. 
How  refreshing?  The  technical  de¬ 
gree  of  energy  added?  Who  cares? 
So  they  merely  advertise  that  here  is 
a  refreshing  drink  and  that’s  all! 
They  don’t  claim  it  will  remove  excess 
fat  because  it  won’t  remove  excess 
fat.  Nor  that  it’s  an  aphrodisiac  be¬ 
cause  it  isn’t  And  it  won’t  cure 
cancer  either.  It’s  just  a  refreshing 
drink.  But  by  the  same  token,  they 


don’t  buy  white  space  and  print  in 
modest  8-point  type — ‘We  believe  our 
product  will  refresh  you!’  They  use 
all  the  effective  tools  of  the  trade — 
color,  pretty  girls,  flowers,  beauty. 
Does  that  harm  the  consumer?  Is  it 
misleading?  Is  that  false  advertising? 
Of  course  not!  Yet  by  the  use  of 
such  advertising  Coca  Cola  has  built 
a  well-nigh  imiversal  acceptance. 

“And  the  cost.  .  .  .  Has  advertising 
raised  the  price?  Is  the  consumer 
paying  through  the  nose  for  the  ad¬ 
vertising?  As  a  matter  of  fact,  the 
cost  per  glass  of  Coca  Cola  in  adver¬ 
tising  amounts  to  1576/100,000  of  a 
cent!” 

Study  Asked  of  Advertising* s 
Place  In  Economic  Life 

Mr.  Dyke  called  for  a  one-year  to 
three-year  independent  study  of  ad¬ 
vertising’s  “real  rating  in  our  social 
and  economic  life,”  its  failures  as  well 
as  its  successes,  and  its  possible  in¬ 
fluences  other  than  in  the  immediate 
movement  of  goods.  Such  a  study,  he 
predicted,  will  be  begun  within  the 
coming  year. 

“Let’s  get  the  real  low-down,”  he 
said,  “on  advertising’s  place  in  the 
scheme  of  things — its  social  value,  and 
its  economic  importance — a  judicial, 
painstaking  study,  made  if  you  will, 
by  sources  independent  of  possible 
bias — emanating  from  such  a  source 
that  its  results  cannot  be  in  any  way 
controverted  or  nullified  by  claims 
that  the  study  was  made  and  paid  for 
by  advertising  or  business  itself. 

“Do  you  see  the  two-fold  use  of  such 
a  research?  It  would  at  once  bring 
home  to  every  business  and  advertis¬ 
ing  executive  that  the  true  role  of 
advertising  is  not  the  gaining  of  im¬ 
mediate  sales  at  the  risk  of  destroying 
public  confidence  in  advertising  itself. 
And  on  the  other  hand,  it  should  pro¬ 
vide  us  with  indisputable  evidence 
upon  which  to  gauge  the  growing  pub¬ 
lic  skepticism  towards  advertising  and 
to  guide  us  in  turning  the  tide  the 
other  way. 

‘T  am  deeply  in  earnest  about  this 
because  I  sincerely  believe  that  ad¬ 
vertising,  while  it  is  by  no  means  the 
whole  of  business,  is  one  of  the  most 
powerful  elements  in  the  building  of 
that  business  prosperity  which  alone 
can  lead  us  all,  laborer,  farmer  and 
executive,  to  even  higher  standards  of 
living.  Certainly,  advertising  is  in¬ 
dubitably  linked  with  our  social  wel¬ 
fare  and  that  being  the  case  we  who 
direct  advertising  have  a  responsibility 
to  build  for  the  public  go^.  I  be¬ 
lieve  that  adverting  consists  of  far 
more  than  the  immediate  building  of 
sales,  that  it  is  perhaps  the  only  way 
to  interpret  biisiness  to  the  public  and 
I  believe  that  now  that  interpretation 
transcends  all  else  in  importance.” 

Mrs.  Poole,  expressing  scorn  for 
certain  types  of  advertising,  added: 

“I  believe  that  women  should  be 
alert  to  extravagant  untrue  advertis¬ 
ing.  They  should  fight  these  types , 
courageously  and  fearlessly,  and  drive 
them  out  of  business.  They  will  be 
doing  a  service  not  simply  to  human¬ 
ity  but  to  the  advertisers  themselves. 

Calls  on  Advertisers  to  Slay 
“Big  Black  Bear**  Suspicion 

“I  stand  before  you  today  as  a  be¬ 
liever  in  advertising,  sympathizing 
with  its  problems  but  believing 
strongly  that  until  you  can  slay  the 
Big  Black  Bear  of  suspicion  and  dis¬ 
trust  that  both  directly  and  indirectly 
you  are  responsible  for,  you  cannot 
make  the  progress  you  desire.  Be¬ 
cause  I  know  women  well  and  have 
worked  with  them  in  every  state  in 
the  Union,  I  know  that  once  they  are 
convinced  that  advertising  is  what  its 
leaders  want  it  to  be  the  support  of 
those  who  control  the  business  welfare 
of  this  coimtry  is  certainly  yours.” 


Another  speaker  at  the  Monday 
luncheon  was  David  Samoff,  president 
of  the  Radio  Corporation  of  America, 
who  cited  broadcast  advertising  as  an 
aid  to  business  recovery  and  a  con¬ 
tributor  to  social  welfare.  He  as¬ 
sailed  certain  foreign  dictatorships 
which  have  abolished  freedom  of  the 
air  as  well  as  freedom  of  the  press, 
and  which  broadcast  propaganda  di¬ 
rected  at  neighboring  countries. 

“TTiis  international  bombardment 
through  the  ether  goes  on  day  after 
day,”  he  said.  “Every  barrage  is  met 
with  a  counter-barrage;  devices  for 
blotting  out  unwelcome  programs  are 
now  being  attempted;  and  bitter  pro¬ 
tests  are  resulting  from  this  growing 
practice  abroad. 

“If  civilization  is  to  withstand  the 
assaults  of  autocracy,  which  uses  mod¬ 
em  means  of  communication  to  regi¬ 
ment  public  opinion,  to  destroy  indi¬ 
vidual  rights  and  to  stunt  the  outlook 
of  youth,  it  must  preserve  the  princi¬ 
ples  of  freedom  for  speech;  for  the 
press;  for  the  air,  and  for  religion.” 

Mr.  Samoff  predicted  that  advertis¬ 
ing,  not  the  listeners,  will  be  called 
upon  to  pay  the  costs  of  facsimile 
broadcasting  and  television  when 
these  become  every-day  realities. 
Neither,  he  indicated,  is  a  matter  of 
the  inunediate  future. 

William  Carter,  president  of  the 
New  England  Council  and  president 
of  Nashua  Gummed  Paper  Company, 
Nashua,  N.  H.,  told  of  the  organiza¬ 
tion  of  the  New  England  Council  and 
the  advertising  and  promotion  cam¬ 
paigns  carried  on  in  behalf  of  New 
England. 

Albany  Firm  Wins  Chief 
Utility  Advertising  Award 

{Special  to  Editok  &  Publishek) 

Boston,  July  l.— The  1936  better 
copy  awards  given  annually  by 
the  Public  Utilities  Advertising  As¬ 
sociation  were  made  at  the  annual 
convention  in  conjunction  with  the 
AF A  meeting  at  Boston  this  week. 
The  New  York  Power  and  Light  Cor¬ 
poration,  Albany,  won  first  honors  for 
“Load  Building  Newspaper  Advertis¬ 
ing  for  Electric  Companies.”  Awards 
of  excellence:  Consolidated  Edison 
Co.  of  N.  Y.,  Inc.,  New  York;  Com¬ 
monwealth  Edison  Co.,  Chicago. 

Classification  2 — Public  Relations 
Newspaper  advertising  for  Electric 
Companies:  Premier  award,  Du- 

quesne  Light  Company,  Pittsburgh. 
Awards  of  excellence,  Grorgia  Power 
Co.,  Atlanta;  West  Penn  Power  Co., 
Pittsbui^. 

Classification  3 — Merchandise  News¬ 
paper  Advertising  for  Electric  Com¬ 
panies:  Premier  awards,  Hartford 

Electric  Light  Co.,  Hartford,  Conn.; 
Public  Service  Company  of  Colorado, 
Denver;  Northern  States  Power  Co., 
Minneapolis. 

Classification  4  —  Load  Building 
Newspaper  Advertising  for  Gas  Com¬ 
panies:  Premier  award,  TTie  Peoples 
Gas,  Light  &  Coke  Co.  (Public  Ser^ce 
Co.  of  Northern  Illinois),  Chicago. 
Awards  of  excellence,  Wisconsin  Pub¬ 
lic  Service  Corp.,  Green  Bay;  Syra¬ 
cuse  Lighting  Co.,  Syracuse,  N.  Y. 

Classification  5 — Public  Relations 
Newspaper  Advertising  for  Gas  Com¬ 
panies:  Premier  award,  Consolidated 
Edison  Co.  of  New  York,  Inc. 

Classification  6 — Merchandise  News¬ 
paper  Advertising  for  Gas  Companies: 
Premier  award,  British  Columbia 
Electric  Railway  Co.,  Ltd.,  Vancouver, 
B.  C.  Award  of  excellence.  New 
York  Power  &  Light  Corp.,  Albany. 

Classification  7 — Newspaper  adver¬ 
tising.  Six  special  awards  for  copy 
and  idea  excellence  only:  Premier 
awards,  Iowa  Electric  Light  &  Power 
Co.,  Cedar  Rapids;  Philadelphia  Gas 
Works  Co.;  Wisconsin  Public  Service 
Corp.,  Green  Bay;  Texas  Cities  Gas 


Co.,  Dallas;  Consolidated  Edison  Co. 
of  New  York,  Inc.  (2  awards). 

Classification  8 — Newspaper  Adver¬ 
tising  for  Increasing  Business  for 
Transportation  Companies:  Premier 
award.  North  Shore  Line,  Chicago. 
Award  of  excellence,  Allegheny  Val¬ 
ley  Street  Railway  Co.,  Pittsburgh. 

Classification  9 — Public  Relations 
Newspaper  Advertising  for  Trans¬ 
portation  Companies:  Premier  award, 
British  Columbia  Electric  Railway  Co, 
Ltd.,  Vancouver.  Award  of  excel¬ 
lence,  Mississippi  Power  &  Light  C!o., 
Jackson. 

Classification  10 — Material  Designed 
to  Promote  Employe  Selling  for  all 
Public  Utility  Companies:  Premier 
av.ard.  Metropolitan  Edison  Co.,  Read¬ 
ing,  Pa.  Awards  of  excellence.  Con¬ 
solidated  Edison  Co.  of  New  York; 
Tennessee  Electric  Power  Co.,  Chat¬ 
tanooga;  New  Orleans  Public  Service, 
Inc. 

Classification  11 — Employe  News¬ 
paper  or  Magazine  for  all  Public 
Utility  Companies:  Premier  award. 
Consolidated  Eldison  Co.  of  New  York, 
Inc.  Awards  of  excellence,  Philadel¬ 
phia  Gas  Works  Co.;  Lone  Star  Gas 
Company,  Dallas;  Public  Service  Co. 
of  Northern  Illinois,  Chicago. 

Classification  12 — Bill  Enclosures, 
Customer  Publications,  Envelope  and 
Package  Inserts  for  all  Public  Utility 
Companies:  Premier  award.  West 

Penn  Power  Company,  Pittsburgh. 
Award  of  excellence.  Northern  States 
Power  Company,  Minneapolis. 

Classification  13 — Direct  Mail  Ad¬ 
vertising  for  all  Public  Utility  Com¬ 
panies:  Premier  award,  Philadelphia 
Electric  Company.  Award  of  excel¬ 
lence,  Northern  States  Power  Com¬ 
pany,  Minneapolis. 

Classification  14 — Window  or  Inside 
Display  for  Electric  Companies: 
Premier  award.  Consolidated  Eldison 
Co.  of  New  York,  Inc.  Awards  of 
excellence,  Teimessee  Electric  Power 
Co.,  Chattanooga;  Syracuse  Lighting 
Co.;  Florida  Power  &  Light  Co., 
Miami. 

Classification  15 — Window  or  Inside 
Display  for  Gas  Companies:  Premier 
award,  Philadelphia  Gas  Works  Co. 
Awards  of  excellence,  Brooklyn  Unico 
Gas  Co.;  Consolidated  Edison  Co.  of 
N.  Y.,  Inc. 

Classification  16 — ^Poster  Advertising 
of  all  Types  for  all  Public  Utility 
Companies:  Premier  award.  Consoli¬ 
dated  Eldison  Co.  of  New  Y’ork,  Inc. 
Awards  of  excellence,  British  Colum¬ 
bia  Electric  Railway  Co.,  Ltd.,  Van¬ 
couver;  Chicago  Rapid  Transit  Ca; 
Northern  States  Power  Co.,  Minne¬ 
apolis. 

Classification  17 — Radio  Advertising 
for  all  Ihiblic  Utility  Compaiues: 
Premier  award.  Consolidated  Eldison 
Co.  of  New  York,  Inc.  Awards  of  ex¬ 
cellence,  Philadelphia  Company,  Pitt^ 
burgh;  Rochester  Gas  &  Hectric 
Corp.,  Rochester,  N.  Y. 

T^e  Public  Utilities  Advertising  As¬ 
sociation  elected  the  following:  Presi¬ 
dent,  E.  D.  Parry,  Poughkeepsie;  first 
vice-president,  Kwmeth  Megars,  Cin¬ 
cinnati;  second  vice-president,  How¬ 
ard  T.  Weeks,  New  York;  third  vice- 
president,  E.  K.  Hartzell,  Sandusky, 
Ohio;  secretary,  H.  W.  Olcott,  Jr, 
Philadelphia;  treasurer,  H.  C.  Cannon, 
Brooklyn;  directors,  three-year  terms: 
Thomas  Spain,  Newark,  N.  J.;  H.  J. 
Rowe,  Cedar  ^pids,  la.,  and  William 
Grant,  Texas;  director  for  vmexpired 
term  of  one  year:  James  C.  MacDcm* 
old,  Boston. 


HUNT  REVIEWS  CONVENTION 

A  behind-the-scenes  review  of  the 
Democratic  National  Convention  by 
Frazier  Hunt,  Scripps-Howard  cor¬ 
respondent  was  heard  in  Great  Britain 
and  America  on  June  29  over  the 
NBC  network.  Hunt’s  review  was 
broadcast  from  Pittsbvugh. 


Editor  &  Publisher  for  J  lily  4,  1936 


37 


RICHARD  SPILLANE 

Former  Finencial  Editor  of  New  York  > 
American  Die*  at  72  V 

Richard  Spillane,  author  and  for-  e 
iner  newspaperman,  died  suddenly  F 
June  29  at  his  home  in  Richview  Park,  b 
If.  J.  He  was  72  years  old  and  his  t] 
death  was  attribute  mainly  to  grief 
over  the  death  of  his  wife  two  weeks  ^ 

ago.  0 

After  being  educated  at  Public  ^ 
School  5  in  New  York  City,  Mr.  ^ 
Spillane  joined  the  staff  of  the  New 
York  Herald  where  he  stayed  four  . 
years.  He  then  spent  ten  years  with 
the  New  York  Press  and  two  with  the 
Uew  York  Evening  Mail.  He  was  later  ^ 
associate  editor  of  Commerce  and  Fi¬ 
nance,  business  editor  of  the  Phila-  ^ 
delphia  Public  Ledger,  and  financial  ^ 
editor  of  the  New  York  American. 

Mr.  Spillane  was  author  of  two  1 
books,  “Oil  and  Sea  Power,"  which  <! 
was  published  in  1917,  and  “The  Life  ^ 
of  Cyrus  H.  K.  Curtis,”  published  I 
four  years  later.  He  was  also  vice-  j 
president  of  the  Theodore  H.  Price  t 
Publishing  Company.  i 

His  son,  James  Spillane  and  a 
daughter.  Miss  Rowena  Spillane,  both  | 
of  Richview  Park,  survive.  ^ 

J.  W.  DODSWORTH  DEAD  ! 

_  J 

Wat  Publisher  of  New  York  Journal 

of  Commerce  ^ 

John  William  Dodsworth,  former  ' 
president  and  editor  of  the  New  York  ' 
Journal  of  Commerce  died  June  30 
of  pneumonia.  He  was  79. 

He  was  managing  editor  of  the  i 
Journal  of  Commerce  from  1893  to  ; 
1910  and  was  president  and  editor 
from  1910  to  1921.  Mr.  Dodsworth  was 
active  in  the  anti-monopoly  move¬ 
ment,  in  establishing  soimd  banking 
laws,  in  securing  shipping  legislation, 
in  promoting  pure  food  laws,  in  op¬ 
posing  government  ownership  of  rail¬ 
roads  or  industries  and  in  advocating 
a  minimum  of  government  interfer¬ 
ence  with  business. 

After  disposing  of  his  interests  in 
the  Journal  of  Commerce  in  1921  Mr. 
Dodsworth  entered  the  financial  field, 
remaining  active  until  six  months  ago. 

He  received  schooling  in  newspaper 
management  from  his  father  on  the 
New  York  Commercial  Bulletin,  later 
merged  with  the  Journal  of  Commerce. 

WOODFORD  W.  EVANS 

Woodford  W.  Evans,  56,  publisher, 
NtlleviUe  (HL)  Daily  Advocate,  died 

his  home  in  Belleville,  June  26, 
from  a  heart  attack.  Prominent  in 
newspaper  affairs  in  southern  Illinois, 
Mr.  Evans  was  active  in  the  Southern 
Illinois  Editorial  Association,  and  a 
member  of  the  executive  committee. 
He  went  to  Belleville  in  1902  frcnn 
Ckeenville,  Ill.,  where  he  was  born 
and  reared.  For  many  years  he  was 
midwestem  sales  representative  for 
a  type  foundry.  In  1916  he  and  his 
brother,  the  late  Fred  E.  Evans,  pur¬ 
chased  the  daily.  His  wife,  a  daugh¬ 
ter,  and  one  son,  survive. 


CARRIERS  KILLED  IN  CRASH 

Charles  Knauss  and  William  Salfee, 
15-year-old  newspaper  boys,  were 
billed  when  a  Philadelphia  Daily  News 
•i^very  truck  on  which  they  were 
riding  after  hours  was  demolished 
against  a  pole  June  25.  The  truck 
was  driven  by  Joseph  Cosgrove,  38, 
brother  of  the  regular  driver,  William 
Co^ove,  who  also  were  injured. 
Pohce  said  the  truck  failed  to  make 
a  turn  at  a  dead-end  street  at  night. 

NATION  ADVANCES  DATE 

With  the  issue  of  June  27,  the 
Nation  advanced  its  dating  from 
Wednesday  to  Saturday  following 
publication.  The  closing  day  and  day 
of  publication  remain  as  before. 


d^bituarp 


CRAY  ALLEN,  45,  Seattle  (Wash.) 

•  Post  -  Intelligencer  circulation 
executive,  died  at  the  U.  S.  Marine 
Hospital  in  Seattle  last  week  after  a 
brief  illness.  He  was  a  veteran  of 
the  World  War. 

Judge  Eugene  Leigh  Rainey,  72, 
veteran  Georgia  editor  and  chairman 
of  the  State’s  prison  commission,  died 
suddenly  June  18.  For  nearly  a  half- 
century  he  edited  the  Dawson  News. 

Charles  D.  Ward,  52,  publisher, 
Manchester  (N.  H.)  Public  Defender, 
weekly,  formerly  known  as  the  Man¬ 
chester  Democrat,  died  June  25. 


Joe  R.  White,  editor  and  publisher, 
Manilla  (la.)  Times,  died  June  22  at 
a  hospital  in  Carroll,  la. 

WiLUAM  A.  Crane,  77,  who  retired 
last  September  as  editor  of  the  Dun 
&  Bradstreet  Review  after  40  years 
with  the  Dun  organization,  died  at 
East  Orange,  N.  J.,  June  28.  Before 
joining  R.  G.  Dun  &  Co.  he  was  with 
the  Newark  (N.  J.)  Daily  Advertiser 
and  the  Newark  Sunday  Call. 

CoRNEUUs  J.  Darcy  died  at  his 
home  in  Cleveland,  June  26.  Until  re¬ 
cently  he  was  associated  with  Art 
Gravure  Corporation  as  manager  of 
its  Cleveland  plant. 

Richard  A.  Adams,  64,  former  pub¬ 
lisher,  Taylorsville  (N.  C.)  Times, 
died  June  24  after  an  illness  of  one 
week.  His  wife,  two  daughters  and 
four  sons  survive. 

William  E.  Lawson,  49,  retired 
newspaper  man  of  wide  reputation, 
died  June  22  in  a  Syracuse,  N.  Y., 
hospital.  Funeral  services  were  held 
in  Wadesboro,  N.  C.,  June  27.  He 
began  his  career  as  editor  of  the 
Morven  Post  in  Anson  county,  then 
edited  the  Grit  in  Siler  City,  and  was 
successively  city  editor  of  the  Wil¬ 
mington  Star,  Greensboro  Telegram, 
Winston  -  Salem  Journal.  He  also 
worked  on  the  New  York  Herald  and 
the  New  York  World,  and  retired 
fiom  the  New  York  Times  on  account 
of  ill  health.  Besides  his  mother,  a 
son,  brother  and  three  sisters  sur¬ 
vive, 

John  Graham,  Sr.,  of  Lonsdale, 
R.  I.,  veteran  Rhode  Island  newspa¬ 
perman,  died  in  Attleboro,  Maas., 
June  26.  He  had  covered  Blackstone 
Valley  for  the  Providence  (R.  I.) 
Journal  and  Evening  Bulletin  for  44 
years  and  was  formerly  tax  collector 
and  director  of  public  aid  in  Lincoln. 

Benjamin  E.  Kelley,  57,  editor  and 
publisher,  Boothbay  (Me.)  Register, 
weekly,  for  the  past  22  years,  died 
June  24. 

Richard  Harrison  Trueblood,  73, 
pioneer  newspaperman  of  Woodson 
County,  died  at  his  home  in  Yates, 


Center,  Kan.,  June  26.  He  had  been 
editor  of  the  Yates  Center  News  50 
years. 

George  E.  Harris,  74,  retired  presi¬ 
dent  of  the  Dauchy  Company,  New 
York  agency,  with  which  he  was  as¬ 
sociated  for  more  than  50  years,  died 
June  28  at  his  home  in  Montclair,  N.  J. 

George  Boisvert,  47,  woodlands 
manager  of  the  Ontario  Paper  Com¬ 
pany,  subsidiary  of  the  Chicago 
Tribune  and  New  York  News,  died 
suddenly  in  Montreal  June  29  of 
peritonitis  after  an  appendectomy. 

J.  P.  Atherton,  62,  editor,  Sussex 
(N.  B.)  Kings  County  Record  since 
1928,  died  June  28  from  bronchial 
pneumonia  at  his  home  there.  Sur¬ 
vivors  included  his  wife,  two  sons, 
three  daughters  and  three  sisters. 

M.  W.  Mitchell,  56,  a  member  of 
the  auditing  staff  of  the  Audit  Bu¬ 
reau  of  Circulations  for  the  past  16 
years,  died  June  23  at  the  Hines 
Memorial  Hospital,  Maywood,  Ill.  Mr. 
Mitchell’s  home  was  at  Des  Moines, 
la.  He  is  survived  by  his  wife.  Burial 
took  place  in  Chariton,  Pa. 

RoscoE  Fawcett,  49,  vice-president 
and  general  manager  of  Fawcett  Pub¬ 
lications,  New  York  and  Greenwich, 
Conn.,  died  July  1  in  a  Rochester, 
Minn.,  hospital.  With  his  brother  he 
established  Captain  Billy’s  Whiz 
Bang  in  1919,  later  issuing  True  Con¬ 
fessions,  Screen  Play,  Screen  Book, 
Radioland,  Golfer  and  Sportsman  and 
Hollywood. 

CHARLOTTE  TARSNEY  KILLED 

Miss  Charlotte  Tarsney,  former  mu¬ 
sic  critic  for  the  Detroit  Free  Press 
and  the  Detroit  News  and  at  one  time 
a  member  of  the  society  department 
staff  of  the  Detroit  Times,  was  killed 
Jime  27  when  struck  by  a  street  car 
near  Riverside,  Ont.  One  of  the  most 
widely  known  newspaper  women  in 
Detroit,  Miss  Tarsney  for  years  had 
been  prominently  identified  with  mu¬ 
sic  circles  in  Detroit,  especially  the 
Detroit  Symphcxiy  Orchestra,  being 
publicity  director  of  the  latter  when 
she  died. 

PUBLIC  OPINION  COURiE 

The  relationship  of  public  opinion 
and  the  Atnerican  press  to  modem 
methods  of  education  will  be  discussed 
this  aumfiier  at  Columbia  University 
in  two  special  courses  conducted  by 
Professor  Clyde  R.  Miller,  director  of 
the  bureau  of  educational  service  at 
Teachers  College. 


KILMER  MEMORIAL  PARK 

4,000  Acres  in  Pisgah  National  Park 

Honor  Former  Newspaperman 

Joyce  Kilmer,  at  one  time  with  New 
York  Times,  and  author  of  “Trees,” 
was  honored  by  the  dedication  of  a 
4,000-acre  tract  of  virgin  timber  in 
Pisgah  National  Forest  in  western 
North  Carolina  to  his  memory.  Joseph 
C.  Kircher,  of  Atlanta,  Ga.,  United 
States  regional  forest  supervisor,  said 
that  the  tract  will  be  designated  as 
the  Joyce  Kilmer  Memorial  Forest, 
and  preserved  in  its  original  state  as 
a  sanctuary  for  nature  lovers. 

Kilmer,  a  native  of  New  Bruns¬ 
wick,  N.  J.,  was  killed  in  action  in 
the  World  War  in  France  on  July  30, 
1918.  He  was  a  graduate  of  Columbia 
University,  and  a  member  of  the  New 
York  Times’  staff  when  he  joined  the 
army.  He  is  buried  with  600  com¬ 
rades  in  the  American  cemetery  in 
Gere-en-Tardenois,  France. 

DAILY  FIGHTS  GANG 

A  stick  of  high-powered  dsmamite 
wrapped  in  a  brown  paper  bag  and 
tied  to  the  door  with  a  piece  of  string 
was  left  at  the  office  of  the  Ellsworth 
(Me.)  Daily  News  on  Jime  17  as  a 
warning  by  a  local  poker  gang  to 
“lay  off”  on  a  series  of  articles  and 
editorials  on  the  activities  of  the  gang, 
which  had  brutally  beaten  up  more 
than  half  a  dozen  victims  of  its  games. 
The  dynamite  was  stolen  from  a  local 
city  road  job.  Franklin  and  Eleanor 
Jordan,  editors  and  publishers  of  the 
Ellsworth  Daily  News,  called  in  State 
Police  Officer  Arthur  Ashmore  and 
launched  a  secret  investigation  of  the 
activities  of  the  gang  and  followed  it 
up  with  more  articles  and  editorials. 
As  a  result  of  its  work  the  Ellsworth 
Daily  News  claims  that  all  the  poker 
joints  of  the  city  have  been  clo.sed 
and  the  local  gang  is  being  broken  up. 

COLUMNIST  BUYS  HOUSE 

John  Chapman,  columnist  for  the 
New  York  Daily  News,  recently 
bought  a  house  in  Westport,  Conn., 
whidi,  is  one  of  the  oldest  in  the 
vichtlty.  Pari  of  ffie  house  was  built 
in  17^,  and  (Thapman  says  ffiat  al¬ 
though  he  hasn’t  delved  into  its  his¬ 
tory  very  much,  he  does  know  that 
it  was  once  burned  by  Indians.  The 
house  is  on  Kinga  Hi^way  vdiich  is 
the  oldest  mail  route  in  the  United 
States.  The  first  mail  ever  carried  in 
this  country  was  over  that  road  to 
Boston. 
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COVERAGE 
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j  MORE  LEISURE  WILL  BRING 

1  MORE  RETAIL  SALES 

an  independent  filling  station  when 
doubt  was  expressed  by  advertising 
officials  that  it  could  be  done. 

•UNITED  FRONT’  PLAN  IS 
APPROVED  BY  NAEA 

'  (Continued  from  page  9) 

AD  MANAGERS  MEET 

(Continued  from  page  4) 

made  the  verbal  shopping  news  of  the 
community.  At  least  one  station  has 
embarked  upon  a  campaign  seeking 
to  instill  in  the  housewife’s  mind  the 
idea  that  the  up-to-date  woman  shops 
by  radio. 

“I  suggest  that  you  feature  goods 
over  radio  stations  whose  sales  possi¬ 
bilities  are  on  a  par  with  those 
pushed  in  other  media.” 

Thomas  J.  Brown,  publicity  di¬ 
rector,  Jordan  Marsh  Company,  Bos¬ 
ton,  presided  at  the  morning  meeting. 

Tuesday  night,  the  sales  promotion 
division  of  the  NRDGA  conferred,  im- 
der  the  leadership  of  Chainnan  Wil¬ 
liam  H.  McLeod  and  discussed  the  ad¬ 
visability  of  preparing  a  manual  on 
essential  and  axiomatic  facts  on  retail 
advertising  and  sales  promotion,  to  be 
gathered  from  the  most  authoritative 
sources  and  stores  of  the  membership. 
The  manual  would  be  used  as  a  ref¬ 
erence  and  guide  in  the  retail  field. 

Under  the  title  of  “Silly  Symphony” 
Charles  P.  Pelham,  president  of  Fuller 
&  Smith  &  Ross,  Inc.,  lamented  the 
lack  of  harmony  and  coordination  be¬ 
tween  manufactiu^r  and  merchan¬ 
diser,  in  the  field  of  national  advertis¬ 
ing,  to  the  end  that  the  customer  may 
be  m^re  effectively  influenced  to  buy 
that  which  both  wish  to  sell  her. 

“Is  it  not  a  silly  symphony  when 
manufacturers  and  retailers  toot  the 
praises  of  their  goods  to  the  same  au¬ 
dience  at  a  total  advertising  cost  of 
at  least  $500,000,000,  with  compara¬ 
tively  little  effort  by  either  to  get  their 
respective  promotion  fiddles  in  tune? 

“Is  it  not  a  silly  symphony  when 
a  man  who  runs  a  store  which  has 
things  to  sell  to  people  and  a  man 
who  runs  a  factory  that  makes  those 
things  square  off  in  opposite  comers 
with  private  advertising  campaigns 
which  aim,  apparently,  either  to 
drown  the  other  fellow’s  voice  or  to 
contradict  him? 

“Conspicuous  exceptions  cu^  the 
idea  industries  —  automobiles,  air¬ 
planes,  electric  refrigerators,  air  con¬ 
ditioning,  etc. — all  created  by  sales 
minded  men  who  had  to  sell  a  new 
idea  to  capital,  trade  and  public  in 
order  to  succeed.” 


Interstate  Association  Convenes  July 

10,  11,  for  Quarterly  Meeting 

’The  quarterly  meeting  of  the  Inter¬ 
state  Advertising  Managers  Associa¬ 
tion  will  be  held  at  the  Senator  Hotel, 
Atlantic  City,  N.  J.,  July  10,  11. 

Open  discussion  sessions  Friday 
night  will  be  addressed  by  James  J. 
Farrell,  city  editor  of  the  Atlantic  City 
Evening  Union,  who  will  speak  on 
“When  the  Dear  Old  Business  Office 
Calls.” 

Closed  sessions  Saturday  will  be 
featured  by  discussions  on  solicitors, 
salaries,  commissions,  car  allowances, 
and  special  privileges.  The  program 
will  be  concluded  by  a  banquet  at 
which  Romolo  de  Luca,  advertising 
manager  of  John  Wanamaker,  Inc., 
will  talk  on  “Meat  for  Advertising 
Managers.” 


POWER  INCREASE  DENIED 

(Special  to  Kditok  &  rrsLisiiEi) 

Washington,  D.  C.,  June  30 — The 
application  of  WTJS,  the  radio  sta¬ 
tion  of  the  Jackson  (Tenn.)  Sun,  for 
an  increase  in  power  of  transmission 
double  its  present  allotment  was  rec¬ 
ommended  for  denial  by  Examiner 
Ralph  Walker  of  the  Federal  Com- 
mimications  Commission. 


published  almost  without  advertising, 
he  said,  know  they  are  not  newspa¬ 
pers  at  all,  but  organs  of  opinion, 
notoriously  controlled  by  outside  in¬ 
terests. 

“The  newspaper  with  an  adequate 
quantity  of  the  right  kind  of  adver¬ 
tising,”  he  said,  “gives  the  best  pos¬ 
sible  proof  that  it  is  and  can  be  a  free 
newspaper.” 

The  NAEA  carried  through  a  busy 
program  including  executive  sessions 
of  discussion. 

Speakers  in  addition  to  those  al¬ 
ready  mentioned  included  Don  Bridge, 
advertising  director  of  the  New  York 
Times,  on  censorship  of  newspaper  ad¬ 
vertising;  Alvin  R.  Magee,  National 
advertising  manager,  of  Louisville 
Courier- Journal,  on  operations  of  the 
national  advertising  department;  Dr. 
Daniel  Starch,  of  Daniel  Starch  and 
Staff,  on  researching  to  develop  busi¬ 
ness;  Frank  W.  Lovejoy,  sales  promo¬ 
tion  executive  of  Socony-Vacuum 
Company;  Frank  Westcott,  advertising 
manager,  Gary  (Ind.)  Post-Tribune 
on  mat  shrinkage;  L.  C.  David,  Kan¬ 
sas  City  Journal-Post,  on  newspaper 
advertising  practices. 


son  at  Suffolk  Downs,  June  26,  at 
which  members  were  guests  of  the 
Elastern  Racing  Association  manage¬ 
ment  at  a  get-together  and  banquet. 
Other  officers  named  were:  Vice- 
president,  Howard  Reynolds,  Boston 
American;  and  secrettB-y- treasurer, 
Eddie  Welch,  Boston  Globe. 


KRAMER  JOINS  MUSIC  FIRM 

A.  Walter  Kramer,  for  the  last 
seven  years  editor-in-chief  of  Mu¬ 
sical  America,  resigned  recently  to 
become  managing  director  and  vice- 
president  of  the  music  publishing 
firm,  the  Galaxy  Music  Corporation, 
New  York. 


MARKED  99TH  YEAR 

Entering  its  centennial  year,  the 
Milwaukee  (Wis.)  Sentinel  announced 
the  fact  it  was  99  years  old  in  an 
editorial  June  27.  The  paper  was 
founded  as  a  weekly  on  June  27,  1837, 
by  Solomon  Juneau,  one  of  the  origi¬ 
nal  settlers  of  Milwaukee.  Five  years 
later  the  Sentinel  became  a  daily 
newspaper. 


APPOINTS  REPRESENTATIVE 

The  Columbia  (Mo.)  Daily  Tribune 
has  appointed  Mitchell-Ruddel-Rud- 
den,  Inc.,  as  national  representatives 
it  was  recently  announced  by  H.  J. 
Walters,  advertising  manager  of  the 
Tribune. 


REPORTER  SOLD  SPECIAL 

Frank  Cutherell,  reporter  for  the 
Norfolk  (Va.)  Ledger-Dispatch,  sold 
single-handed  a  five-page  section  for 


New  Hoe  Color  Mat 
Registering  Rack 


WITH  this  novel  device,  color  mats  are  quickly 

and  nositivelv  set  to  deaicm.  for  close  recrisrer. 


V  ▼  and  positively  set  to  design,  for  close  register. 
Guess  work  is  eliminated.  It  will  pay  for  itself  many 
times  over  in  reducing  costly  registering  time. 

SEND  FOR  DETAILS 


R.  HOE  &  CO,,  Inc 


910  E.  138TH  ST.  (at  East  River)  NEW  YORK  CITY 


EDITOR  &  PUBLISHER 
Classified  Advertising 
RATES 


SITUATIONS  (Ca>h  with  Order) 

I  Time  —  .SO  per  line 

3  Times  —  .40  per  line 
ALL  OTHER  CLASSIFICATIONS 

(Cash  with  Order) 

I  Time  ^  .7S  per  line 

4  Times  —  .60  per  line 
Count  six  words  to  the  line 

White  space  charged  at  same  rate  per  line 
per  insertion  as  earned  by  frequency  of 
insertion.  Minimum  space,  three  lines. 
The  Editor  &  Publisher  reserves  the  right 
to  classify,  edit  or  reject  any  copy. 


HURLEY  RE-ELECTED 

Eddie  Hurley,  Boston  Evening  Rec- 


Appraiaing 


ord,  was  reelected  president  of  the  AppraliaU  of  daily  and  weekly  newspaper 


New  England  Turf  Writers  Associa- 


properties  made  on  a  per  diem  fee  basis. 
NEWSPAPER  APPRAISAL  CORP. 


tion  at  its  second  meeting  of  the  sea-  Times  Bldg.,  Times  Sq 


Supplies  and  Equipment 


SILVER  JUBILEE  EDITION 

A  special  48-page  booklet  was  issued 
by  the  Advertising  Club  of  Boston  for 
the  convention  of  the  Advertising  Fed¬ 
eration  of  America  June  28  to  July  2. 
’The  issue  was  in  honor  of  the  silver 
jubilee  of  the  Truth  in  Advertising 
Movement  and  contained  the  conven¬ 
tion  program  and  numerous  articles 
on  advertising  by  authorities. 


Stereotype  Room 
Efficiency 


Means  quick  production  of  good 
plates  and  the  elimination  of  re¬ 
casts  as  far  as  possible. 


TIMES  ADVANCES  WELLS 

George  A.  Wells,  in  addition  to  con¬ 
tinuing  as  assistant  display  classified 
manager  of  the  New  York  Times  will 
assume  the  management  of  the  resort 
and  travel  advertising  department. 


Mouldmg  Blankets 


FASTER  MOLDS 

No  Damage  to  Type 

with  the — 

GOSS  GIANT 

MAT  ROLLER 


CORRECTION 

Editor  &  Publisher  regrets  the 
typographical  error  in  the  linage  tabu¬ 
lation  published  June  20th,  by  which 
the  Chicago  Herald-Examiner  was 
listed  as  the  Herald-Express. 


Hard  and  Soft  Cork  Blankets 
Heavy  Wool  Moulders 
Light  Wool  Moulders 
Thin  Wool  Moulders 

(All  Sisea) 


Space  Packing  Felt 
4  Thickneues — No.  25, 
No.  35,  No.  40,  No.  50 

Easy  to  tear,  gaieh  to  place 


New  England  Newspaper 
Supply  Company 

Worcester,  Mass.,  U.  S.  A. 


The  massive  construction  of  the 
Goss  (jiant  Mat  Roller  enables  it 
to  handle  large  volume  with  ease. 
It  is  designed  and  built  for  smooth, 
continuous  operation  at  top 
speed.  The  large  20-inch  cylinder 
exerts  tremendous  pressure,  giv¬ 
ing  the  Giant  the  advantages  of 
direct  pressure  machines.  Deeper, 
cleaner,  dry  mats  can  be  molded 
easily  and  quickly  with  no  dam¬ 
age  to  type.  The  Giant  has  one- 
piece  side  frames.  .  .  .  Goss  worm 
gear  drive  .  .  .  anti-friction  bear¬ 
ings,  assuring  smooth,  steady 
operation.  All  adjustments  and 
controls  are  conveniently  located. 
The  operator  can  do  better  work 
with  less  effort.  Get  the  com¬ 
plete  facts.  Write  today. 


CabU  AddreM  NENSCO 
Worceater,  Maaa. 


EDITOR  &  PUBLISHER 

Preoenlt  ipot  newf  of  the  newspaper 
and  advertisinj  field  every  week. 
Subscription 
$4  Domestic, 

$4.50  (Canada.  $5  Foreign 


Ksre  Oppor 

exclusive 
more  thai 
ment  $25 
New  Tori 


For  food  n 
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THE  GOSS  PRINTING  PRESS  CO. 

PILSEN  STATION,  CHICAGO,  ILL. 


Nww  Yarki  SSO  E.  Farly-Secwad  St. 
San  Francisco  I  707  Call  Bnlldina 
GOSS  FOSTER.  Ltd.,  London,  England  > 
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Buainet*  Opp«^unity _ _  _ 

k-pabUsber  wanted  for  growing,  exclusive  •• 
MUthem  county  seat  daily,  city  over  10,- 
JoO,  Will  sell  50%  stock  interest  lor 
110  000  all  cash,  or  quarter  interest  for 
15  5U0  ail  cash,  to  newspaper  man  of  — 
background  and  ability.  Write  in  con- 
idenre.  giving  full  proof  of  newspapering 
and  financial  abilities.  Prompt  action  ea- 
■ential.  Box  A-748.  Editor  &  Publisher. 

Newspaper  For  Sale _ 

ga  southern  county  seat  weekly  available 
w  right  party.  Will  sell  controlling  in¬ 
terest  for  $4,500  all  cash,  or  $5.000 — 

I  ball  cash  balance  reasonable  terms.  Ad- 
4reas  Box  A-750.  Editor  &  Publisher. 

Newspaper  Brokers 

^sr  c.nast  newananets  sold,  bought,  ana¬ 
lysed.  appraised,  merged.  M.  0.  Moore, 

Overly  Hills.  Calif. _ 

gylng,  seUlng,  mergers,  dailies  and  week- 
liet.  No  listing  chargee  Intelligent, 
energetic,  confidential,  Feighner  &  Ma- 
poles,  Nashville,  Mich.,  or  111  Old  River 

Road.  Wilkea-Barre,  Pa. _ 

California 

Dallies  and  Weeklies 

f.  I.  DREXLER,  Mill  Valley,  California 

Rare  Opportunity  to  procure  evening  paper, 
exclusive  eastern  field.  Population  of  city 
more  than  25,000.  Price  low.  Initial  pay¬ 
ment  $25,000.  J.  B.  Shale,  Times  Bldg., 

New  York. _ 

Newspapers  sold,  bought,  appraised,  merged. 

newspaper  appraisal  COHP. 

Times  Bldg..  Times  Sq.  New  York 

Newspaper  Wanted _ 

Wanted — Dally  or  weekly  which  presents  ^ 
possible  opportunities  of  being  revived 
for  future  field.  No  objection  to  paper  re¬ 
quiring  reorganization.  Location  unim¬ 
portant.  Broadway  Estate,  Room  307,  7 
Eut  42nd  St.,  N.  Y.  C. 

Circulation  Promotion _ 

Tor  good  newspapers  this  27-year-old  insti¬ 
tution  continues  to  add  sound,  substan¬ 
tial  circulation  on  a  self-financing  plan. 
THE  CHARLES  PARTLOWE  CO.,  Occi- 
dsatsl  Bldg.,  Indianapolis. _ 

Morrison  Plan 

Nswspaperdom’s  Lealing  Circulation  Builders 
"That  Plan  That  Pays  and  Proves  It” 

Write  the  John  F.  Morrison  Company, 

4th  fir,.  Shops  Bldg.,  Des  Moines,  Iowa. 

Busdsd  Campaigns  Succeed — Hudson  De 
Priest  A  Associates  World's  Record  Cir- 
c^tion  Builders,  246  Fifth  Ave.,  N.Y.C. 

Photo-Lithowraphinw _ 

No  Cuts  Needed.  Illlustrste  Advertising  lit- 
erstnre,  reproduce  letters,  bulletins,  etc. 
Uiwest  prices,  $1.50  per  100;  20c  addi¬ 
tional  lOO’s.  Psssantino,  250  W.  49th, 
Street.  Lo  5-6551. 

_ Help  Wanted _ 

TIu  Most  Logical  Way  to  secure  a  posittoii 
mtJt  a  newspaper,  magasine  or  allied  business 
fj  through  our  personnel  agency.  Register  to- 
ley  for  the  position  you  seek  by  utilizing  these 
services: 

1.  Registration  with  E  Sr  P  Personnel  Ser- 
iti  for  six  months. 

2.  A  J  monlh  subscription,  or  extension,  to 
^iTcx  &  Publishes. 

1.  Three  3S-tcord  "situation’’  ads  in  Editob 
i  PUSLISHEU. 

4.  Preparation  by  us  of  100  photo-lilho  bul- 
ftins  ubout  ycu  with  your  snapshot  thereon. 

_  Draft  an  ad  now  if  you  seek  a  connection, 
end  it  to  us  with  $5.00  check  or  money  order 
>  cover  all  the  above  services.  A  registration 
will  then  be  sent  you.  A  helow-average 
'■SfemtHl  fee  will  be  charged  when  and  if  a 
rsilion  is  secured  throunh  our  serxiees. 

E  &  P  PERSONNEL  SERVICE 
<08  Times  ItUlg..  Times  Square.  N.  Y.  C. 

Ijirtasiye  Circulation  man  who  has  ability 
to  bnild  on  home  delivery  organization 
jnth  morning  paper.  New  York  vicinity; 

.  One  who  unders-tands  boy  carrier  and 
I  ^  show  record  of  past  success.  Write 
I  Box  A-744,  Editor  &  Publisher. _ 

editor  for  Midwest  daily.  Older  man 
with  metropolitan  experience  preferred. 
Oive  age,  salary  expected,  photo  and  news- 
Psper  record  with  application.  Box  A-747. 
[Editor  &  Publisher. 

plated — Advertising  solicitors  to  contact 
sewspspers  for  church  pages  and  to 
I  secure  the  necessary  advertisements,  high 
j  *®s™i88ion,  for  states  not  taken.  Inter- 
if‘*,®nal  Religions  News  Service,  1831 
I^Bheldon  Rd.,  E.  Cleveland.  O. 

L  Situations  Wanted _ 

lirsrtlsijjg  Manager,  20  years  experience, 
*'f«>rd  for  linage  building.  Reliable. 

,  “Ripus,  good  personality.  Experienced 
I  in  national  field  and  promotion,  can  build 

Khold  linage,  give  me  an  offer,  and 
“  R-  College  education. 

•0,  E  ft  P  Personnel  Service. 

g  man  SB,  married,  college  gradu- 
Npw  employed.  Seeks  opportunity  in 
irtising  department  of  daily.  Inde- 
tab  e  worker.  15  years  in  sdverti.sing 
promotion.  Sterling  references. 
—  -  -12.  E  ft  P  Personnel  Service. 


Situations  Wanted 


Situations  Wanted 


Situations  Wanted 


•E  ft  P  Personnel  Service”  at  the  end  of  Advertising  salesman  and  executive  with  Editorial:  Qualified  any  capacity  from  re- 


an  ad  in  this  classihcation  signifies  that  full 
information,  including  photo  and  references, 
It  on  file  in  our  office. 


Tor  Wide-Awake  Publishers  Only 

A  college  graduate  with  years 
of  newspaper  experience  on  both 
the  editorial  and  business  staffs  of 
medium  sized  newspapers  is  seek¬ 
ing  a  position  on  a  daily  in  a 
city  in  Uhio,  Ind.,  Ill.,  Mich,  or 
WIs.  of  from  10,000  to  40.000  pop¬ 
ulation,  with  the  view  of  later 
buying  into  the  paper. 

Young,  energetic,  new  ideas  in 
merchandising  a  paper.  Clear  un¬ 
derstanding  of  a  small  daily’s  prob¬ 
lems.  Level  headed,  and  able  to 
handle  any  situation  in  publishing 
a  daily.  Such  a  man  would  be  an 
asset  to  any  publisher  who  is  inter¬ 
ested  in  bringing  new  blood  into 
his  organization  and  building  him 
up  for  future  executive  respon¬ 
sibility. 

Has  refused  good  jobs  because 
he  felt  they  offered  no  opportunity 
for  getting  a  firm  foothold  in  actual 
executive  positions.  If  interested 
w-rite  Philip  Welber  1324  E. 
Wayne  St.  South.  South  Bend,  Ind. 


twelve  years’  record  of  success  in  local 
and  national  departments.  Now  in 
financial  department  but  seeking  place 
with  sales  staff  of  metropolitan  news¬ 
paper  or  special  representative.  Age 
33,  married.  A-711,  E  ft  P  Personnel 
Service. 


porter  to  managing  editor;  18  years 
practical  experience;  age  36;  go  any¬ 
where;  seeking  opportunity  with  future. 
Excellent  references ;  especially  prefer 
desk  job.  University  Oeorgia  alumnus. 
Willing  start  modest  salary.  A-71B, 
K  &  P  Personnel  Service. 


Artist — Idea  copy  and  layout  man,  ample  Peper  Control  —  A  thoroughly  competent 
and  varied  agency  and  newspaper  experi-  man  with  extensive  experience  in  looking 

ence.  Now-  employed  on  large  Soumern  after  trucking,  handling  and  storage  of 

newspaper— can  show  proofs  of  ability  paper,  wishes  to  make  a  change.  Thor- 

to  sell  and  hold  accounts.  Highest  refer-  oughly  understands  reducing  of  wrapper, 

ences.  Southern  State  location  preferred.  transit,  printed  and  core  waste  to  mini- 

A-729,  E  ft  P  Personnel  Service. _  mum.  Can  obtain  good  quality  paper  for 

Automotive  advertising  man,  now  employed,  best  running  and  printing  results.  Can 

have  an  exceptional  record  in  linage  gains  make  large  saving  for  newspaper  or  pub- 

during  12  years’  employment  with  same  lishing  house.  A-707,  E  &  P  Personnel 

publisher.  Desirous  of  making  a  new  Service. _ 

connection.  Have  automotive  and  na-  oo 

y®"*'  on  small  daily.  *Eicellen^  references  from 

E  ft  P  Personnel^  Service. - ^ employers.  Hard  worker.  Will  go 

Cameraman,  age  forty-three;  twenty-three  anywhere.  Can  get  good  news  pictures 

years  experience  on  papers,  coast  to  with  miniature  camera.  Work  on  copy 

coast:  expert  staff  or  publicity;  furnish  desk,  handle  rewrites.  Available  immedi- 

b«at  of  references.  Will  go  anywhere.  ately.  Will  take  $20.  A-703,  E  ft  P  Per- 

Please  state  salary.  A-283,  E  ft  P  Person-  sonnel  Service. _ 

nel  Service.  - ^  Reporter:  23.  college  journalism  graduate. 

Capable  adyertising  manager  availnblo  for  Married.  Two  years  experience  as  uni- 

established  Northwest  or  Pacific  Statev  varsity  publication  editor.  Ambitious  and 

(laily.  Commission  basis.  Box  A-740,  willing  to  work  for  any  salary.  Location 

Editor  &  Publisher. _  not  important  factor.  Can  do  rewriting. 

Circulation  man — 7  years  successful  ex-  reporting  and  copy  desk  work.  A-731, 

perience  with  outstanding  national  E  &  P  Personnel  Service. _ 

oN-x  .i3r„'  "'k.'ia.Tk*  ft, 


after  trucking,  handling  and  storage  of 
paper,  wishes  to  make  a  change.  Thor¬ 
oughly  understands  reducing  of  wrapper, 
transit,  printed  and  core  waste  to  mini¬ 
mum.  Can  obtain  good  quality  paper  for 
best  running  and  printing  results.  Can 
make  large  saving  for  newspaper  or  pub¬ 
lishing  house.  A-707,  E  ft  P  Personnel 
Service. _ 

Reporter — 22,  single,  two  years’  experienea 
on  small  daily.  Excellent  references  from 
past  employers.  Hard  worker.  Will  go 
anywhere.  Can  get  good  news  pictures 
with  miniature  camera.  Work  on  copy 
desk,  handle  rewrites.  Available  immedi¬ 
ately.  Will  take  $20.  A-703,  E  ft  P  Per- 
Konnel  Service. _ 

Reporter:  2^  college  journalism  graduate. 
Slurried.  'Two  years  experience  as  uni¬ 
versity  publication  editor.  Ambitious  and 
willing  to  work  for  any  salary.  Location 
not  important  factor.  Can  do  rewriting, 
reporting  and  copy  desk  work.  A-731, 
E  &  P  Personnel  Service. 


executive  positions.  If  interested  circulation  outlets.  Pleasring  per-  -  Southern  dailies,  desires  connee- 

write  PhiHp  Welber  1324  E.  Drre^^onnec?i^  whh  tion  w^ith  metropolitan  paper  or  news 

WnvnA  <iAiith  Smith  Rnnd  Ind  i^esires  connccuon  wnn  ngj^rossivc  news  bureau.  Excellent  record  as  police  re- 

^^ayne  St.  South.  South  Bend.  ind.  paper  seeking  increas'd  circulation  at  p^^^ter  plus  experience  on  sports  and 

low  cost.  A-743,  h  &  I  I  ersonnel  Ser-  other  coverage.  Leg  or  re-write.  Refer- 

- _ _  ences.  A-697.  E  &  P  Personnel  Service. 

r""-  'jt"*  't  .'‘oft™! 

9nrt  nr  ^rrf  i>Kn«r  in  sdvprtisinir  linftve-  >unuy  as  Kisirici  manager  or  assistant  in  (q  paper  needing  a  photographer  or  one 

daa  or  dra  paper  in  aovertising  image.  New  England.  Now  employed.  Expert-  rnni!,ii»rinp  inctalintinn  nt  nhntn  dnnart- 

tired  of  high  pressure  advertising  men  pneed  with  insurance.  New  Deal,  boy  ment  A  720  Editor  ft  Pubbshe?  “  * 

who  have  failed  you— and  tired  of  experi-  promotion,  carrier  contest,  homo  delivery  ment.  A-720.  Editor  ft  Fnbljsher. - - 

menting,  will  you  arrange  for  an  inter-  and  carrier  bonds.  Seven  years  experi-  Reporter — Ready  anytime  for  anyplace.  Age 
view!  Now  on  a  large  New  York  City  ence.  Married.  Car.  A-722.  E  ft  P  23.  Single.  N.Y.U.  School  of  Journalism, 

daily  and  possessing  all  the  necessary  fun-  Personnel  Service.  Newsreel  and  newspaper  background. 


knocks — If  you  are  tired  of  having  the 
2nd  or  3rd  paper  in  advertising  linage; 
tired  of  high  pressure  advertising  men 
who  have  failed  you — and  tired  of  experi¬ 
menting,  will  you  arrange  for  an  inter¬ 
view!  Now  on  a  large  New  York  City 
daily  and  possessing  all  the  necessary  fun¬ 
damentals  of  a  ’’go-getter” — age  41;  a 
background  of  practical  advertising  ex¬ 
perience  from  the  mechanical  to  the  sales 
end — with  all  the  ”pep”  necessary  to 
demonstrate  to  a  ’’sinking  sales  staff” 
that  it  CAN  be  done — used  to  overcoming 
the  toughest  of  ’’sales  resistance”  regard¬ 
less  of  comparative  circulations  or  rates 
An  advertising  man  without  ’’financial 
worries,”  who  is  looking  for  a  “tough 
assignment”  but  who  wants  to  get  paid 
“when  he  delivers” — Who  is  that  Pub¬ 
lisher!  Address  Box  A-733,  E  ft  P  Per¬ 
sonnel  Service. 


to  paper  needing  a  photographer  or  one 
considering  installation  of  photo  depart¬ 
ment.  A-720,  Editor  ft  Publisher.  _ 


Circulation  Manager,  age  38,  long  experience 
second  newspaper,  in  city  300,000  with 
highly  competitive  field.  Realizes  must 
act  as  sales,  advertising  and  traffic  manager 
of  the  product  and  credit  manager  and 
auditor  within  his  department.  Under¬ 
stands  boy  salesmanship  training,  w-riting 
of  sales  manuals  for  boys  and  selling  of 
paper  on  merits.  Can  conduct  intelligent 
reader  surveys,  write  copy,  and  take  ad¬ 
vantage  of  editorial  promotions.  Thorough 
knowledge  necessity  departmental  co¬ 
operation.  If  you  need  a  man  who  can  be 
an  asset  to  your  organization,  write  A-699, 
E  ft  P  Personnel  Service. 


A  thoroughly  qualified  accountant,  with  12  - - ; — 

years’  experience  oo  large  metropolitan  Circulation  manager;  Experience  extending 


daily,  the  major  part  of  this  time  as  over  seventeen  year  period.  Thorough 

assistant  chief  accountant,  is  available  knowledge  Home  Delivery,  City,  Snbnr- 

for  a  position.  Thoroughly  familiar  with  Ban  and  Country.  Excellent  Audit  Bn- 

all  branches  of  newspaper  accounting.  •’oau  record.  Medium  or  large  city.  High- 

office  details,  credits,  collections,  and  recommendations  former  employers, 

purchases.  Able  in  economy,  organiza-  jpoderate  salary  requirements. 

tions,  etc.  Excellent  record  of  executive  A-725,  E  ft  P  Personnel  Service. _ 

capacity  and  results.  Will  accept  mod-  circulation  Manager.  Specialist  in  building 


erate  salary  to  prove  ability.  Available 
on  short  notice.  A-741,  E  ft  P  Personnel 
Service. 


Reporter — Ready  anytime  for  anyplace.  Age 
23.  Single.  N.Y.U.  School  of  Journalism. 
Newsreel  and  newspaper  background. 
Was  with  defunct  Jewish  Daily  Bulletin. 
At  present  editing  Hebrew-English  reli¬ 
gious  periodical.  Also  familiar  with  ad¬ 
vertising  copy  and  layout.  Will  accept 
$18.  A-732,  E  ft  P  Personnel  Service. 

Beportlng-Rewrlte:  Seeks  position  large  or 
small  daily.  Now  with  New  York  Office 
Press  Assrociation.  Was  abroad  1931-1934. 
Versatile.  Unafraid  of  hard  work.  22, 
married.  Excellent  references.  Available 
in  fortnight.  Desires  modest  salary.  Gom- 
mnnicate  A-746,  E  ft  P  Personnel  Service. 

Stereotyper-pressman  A1  color  man  now 
employed  in  large  eastern  plant  desires 
connection  with  daily  newspaper  con¬ 
templating  color  work  or  plant  now 
doing  color  work.  Capable  of  taking 
charge.  Best  references.  A-727,  E  &  P, 
Personnel  Service. _ 

Washington  Correspondent  —  Representing 
one  paper,  seeks  further  connection  with 
other  papers.  Experience  with  leading 
newspapers  of  the  country,  and  with 
Hearst  and  Scripps-Howard.  Have  own 
home  and  office  in  Washington.  Top-notch 
references.  A-745,  E  ft  P  Personnel  Ser¬ 
vice. 


Advertising — Bnsiness^Promotion  Executive  ployer  will  attest  ability  as  promoter  and 

and  Personal  Producer  of  unusual  ability.  economist.  A-704,  E  ft  P  Personnel 

Long  record  of  successful  Metropolitan  Service. 

and  smaller  experience.  Now  employed —  Z  TZ  T  I  ;  TT 

seeking  opportunity  account  contemplated  College  grad.  21,  wants  reporter  s  Job  on 


strong  carrier  boy  office  controlled  organi-  ^ome  and  office  in  Washington.  Top-notch 

references.  A-745.  E  ft  P  Personnel  Ser- 
on  afternoon  and  Sunday  newspaper  hav-  vice 

ing  37  motor  routes  in  State.  My  em-  - - 

ployer  will  attest  ability  as  promoter  and  Young  Mail — 22  years  old,  two  years  expeii- 


merger.  Married,  responsible,  exceptional 
background  of  experience.  East  preferred. 
A-734,  E  ft  P  Personnel  Service. 


Advertising  man — age  35,  married.  Desires  portunity;  willing  to  work  hard;  good 

position  where  hard  work  offers  promo-  references.  A-724,  E  ft  P  Personnel 

tion.  10  years  experience  in  newspaper.  Service, _ 

agency  and  chain  store  fields.  Minimum  Composing  room  ezecntive-^Mechanical  an 


large  or  small  daily  or  weekly.  Edited 
Metropolitan  college  newspaper;  experi¬ 
enced  in  reporting,  proof-reading,  dum¬ 
mying,  editing.  Salary  secondary  to  op¬ 
portunity;  willing  to  work  hard;  good 
references.  A-724,  E  &  P  Personnel 
Service. 


salary  $45  week.  Willing  to  go  abroad 
(England)  if  necessary.  A-735,  E  ft  P 
Personnel  Service. 

Advertising  Promotion^^^Former~CCC~cmn- 
mander  seeks  position  where  figures,  not 
opinions,  determine  his  value  Enthusi¬ 
asm  tempered  with  mature  judgment.  Ten 
years’  reporting,  copywriting,  space  sell¬ 
ing  for  leading  daily  newspaper  and 
weekly  trade  magazine.  College  graduate. 
A-705,  E  ft  P  Personnel  Service. _ 

Advsrtiilng  salesman  and  executive.  Ex¬ 
cellent  record.  Classified-classified  display 
New  York  City  daily  where  now  employed 
as  salesman  and  assistant  dept,  manager. 
36,  single.  Desire  association  with  smaller 
paper  where  I  believe  opportunities 
greater.  A-696,  E  &  P  Personnel  Service. 


CAPABLE  MEN 

Prompfly  Recommended 
for  Any  Position— 

NEWSPAPERS 
MAGAZINES 
And  Allied  Fields 

QurniifiemioHB,  pkotogg  onij  re/erences 

Oft  /Sid. 

E&P  PERSONNEL  SERVICE 

another  EDITOR  ft  PXfBUBHEB  servioe. 
1708  Times  Bldg.,  Times  Square,  N.  Y.  C. 


ence  running  one-man  photo-engraving 
plant.  Owns,  and  knows  how  to  use,  own 
camera  as  well  as  develop  and  print  pio- 
tures.  Gan  furnish  top  references.  Prefer 
location  in  Missouri  or  Kansas  but  will 
consider  any  place.  A-717,  E  A  P  Per¬ 
sonnel  Service. 

Mechanical  Equipment  For  Sale 

Fine  Ooss  High  Speed  Unit  Type  64  pp. 
press  with  color  and  electrical  equip¬ 
ment.  Box  A-739,  Editor  ft  Publisher. 


perintendent.  or  composing  room  fore-  press  with  color  and  electrical  equip- 

man  of  more  than  eighteen  years’  experi-  ment.  Box  A-739.  Editor  ft  Publisher. 

ence  seeks  permanent  position  with  an  gale— 16  page  Goss  Newspaper  Press 

established,  medium  sized  daily  newspa-  complete  with  electric  motors;  stereo- 


established,  medium  sized  daily  newspa¬ 
per.  Understand  composing  room  systems 
thoroughly  and  have  a  complete  working 
knowledge  of  all  mechanical  departments. 
Economical,  aggressive,  and  business  ad¬ 
ministrator.  A-716,  E&P  Personnel  Ser- 


type  equipment  and  ten  chases.  Just 
the  press  for  small  daily.  Name  your 
offer.  Box  A-736,  c/o  Editor  ft  Publisher. 

Linotype  Machines — Models  3,  8,  9,  20,  22. 
26,  Model  K,  Int.  ”B.”  All  machines 
guaranteed.  In  business  for  over  35 
years.  Terms.  Hoffmann  Machinery,  413 
Lafayette  St.,  New  York. 


Composing  room  superintendent  —  Compe-  gnarantMd.  in  tmsiness  tor  over  as 

tent,  experienced,  good  record,  middle  years.  Te™s.  Ho^snn  Machinery,  413 

age,  temperate,  married,  succeseful  in  pro-  Lafayette  St.,  New  York. 

duction.  handling  help  and  experienced  in  - 

purchasing  all  kinds  equipment.  Seek  Mechanical  Equipment  Wanted 

permanent  connection.  Know  trade  from  - 

ground  np,  mechanical,  editorial,  business  Wanted — 16  Page  stereotype  newspaper 


office.  A-702,  E  ft  P  Personnel  Service. 
Cub  Reporter — Ambitious,  honest,  ener¬ 
getic  youth  seeks  opening  in  newspaper 
field.  Has  completed  course  in  journal¬ 
ism.  Now  employed.  Oo  anywhere. 
Salary  secondary.  Excellent  references. 
Age  21.  Will  submit  samples  of  work. 

A-737,  E  ft  P  Personnel  Service. _ 

Editorial  cartoonist  or  staff  artist.  Single, 
age  27.  Now  employed.  Have  ability  to 
create  reader  interest  by  dressing  np  pages 


press  complete  with  all  electrical  and 
stereotype  equipment.  Wire  location  and 
price.  News  and  Press,  Albemarle,  N.  C. 

Want  Ooss  single  width,  21"  col.  press 
from  16  to  32  pp.  Box  A-742,  Editor  ft 
Publisher, _ 

PhotO'Enfraving  Equipment  for  Salo 


age  27.  Now  employed.  Have  ability  to  Bridgeport  Engravers’  Supply  Company 
create  reader  interest  by  dressing  np  pages  Photo  engraving  Specialists 

with  forceful  editorial  cartoons  and  well-  Bridgeport.  Conn.;  N.  Y.  C.,  Chicago,  Cleve- 
balanced  layouts.  Highly  recommended  by  land,  Cincinnati,  Los  Angeles,  San  Francisco 

well  known  cartoonist  of  Chicago’s  load-  r: — : - 1  ;  ~  ;  ~ 

ing  newspaper.  Samples  furnished  upon  Photo-engraving  equipment  for  sale,  completa 
request.  A-701.  E  ft  P  Personnel  Service.  plant  or  any  part.  Miles  Machine  Oo., 

Editorial  Executive — Wide  experience,  with  18  E.  16th  St.,  J,  Y. _ 

knowledge  of  problems  of  all  newspaper  - - - - - - - 

departments.  Fine  record  of  success  in  Nuwspaper  SappllM 

every  job.  Former  employertr  recommend  - TT;  ~  7:  ~~ — 7“ 

highly.  Wishes  manage  small  daily  where  Stereotype  and  Pmssroom  Supplies— ElMtrie 
many  years  of  broad  metropolitan  train-  Sct^chi^  Machines.  American 

ing  will  prove  a  definite  asset.  A-738.  Publishers  Supply,  Box  181,  West  Lynn, 
E&P  Personnel  Service.  Mass. 
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sional  correspondent.  There  may  be 
legitimate  stories  on  election  betting, 
but  they  will  state  name,  place  and 
odds. 


WITH  my  Sunday  breakfast  or¬ 
der,  in  a  large  hotel  of  a 
strange  city,  I  received  a  copy  of  the 
local  Sunday  newspaper,  priced  a 
dime.  I  have  known  the  paper  for 
many  years,  the  editor  is  a  personal 
friend,  and  most  of  the  editorial  and 
business  executives  are  acquain¬ 
tances.  It  is  a  comfortable  office,  the 
property  having  made  the  owners  in¬ 
dependently  wealthy  and  disinter¬ 
ested,  and  no  pressure  is  ever  exerted 
from  any  quarter.  I  had  two  hours 
of  leisure  to  study  the  paper,  but  my 
interest  was  exhausted  in  much  less 
time.  There  was  a  32-page  main  news 
section,  a  24-page  second  local  sec¬ 
tion,  a  rather  poorly  printed  12-page 
magazine  in  three  colors,  a  beautiful 
syndicated  magazine  glowing  In  bril¬ 
liant  inks  but  with  text  that  seemed 
written  for  dear  old  ladies,  and  a 
rather  well  selected  8-page  comic  sec¬ 
tion.  Oh,  yes,  there  was  a  12-page 
•classified  and  real  -  estate  section, 
Iheavy  with  business. 

Some  mighty  fine  advertising  and 
•circulation  selling  had  gone  into  this 
•edition,  it  was  plain  to  see,  and  I 
iroughly  calculated  that  the  day’s 
■gross  income  must  be  in  excess  of 
$30,000.  The  circulation  “take”  alone 
.amoimted  to  nearly  $13,000.  A  fine 
;property,  well  administered,  I  thought. 

•  •  • 

The  bulk  of  the  newspaper  was 
manifestly  written  for  the  local 
reader,  with  columns  of  local  men¬ 
tion.  This  stuff  would  hold  the  at¬ 
tention  of  the  average  citizen,  but  of 
course  it  was  dull  to  an  outsider. 
There  were  fewer  than  20  columns  of 
^>ot  telegrai^  and  local  news  worth 
headlining,  in  the  main  section,  and 
I  estimated  that  the  press  associa¬ 
tions,  syndicates,  local  staff  and  spe¬ 
cial  correspondents  had  contributed 
1504)06  words,  of  wtiidi  the  editors 
had  selected  less  than  10  per  cent  as 
worthy  of  print,  ^en,  too,  there  was 
a  page  of  news  pictui^  with  a  lib¬ 
eral  scattering  of  cuts  on  the  spot 
pages. 

It  so  happened  that  there  had  been 
jno  in^rartant  news  break,  and  there- 
^<ve  the  matter  all  smacked  of  rou- 
lUsie.  I  could  easily  believe  the  man- 
editor  had  done  some  anxious 
|he^  scratdiing  during  the  ni^t  to 
ffipd  ideas  that  might  be  built  into 
hf|^f}lines.  I  managed  to  get  throu^ 
all  nf  the  sections,  in  a  brief  but  criti¬ 
cal  •Bgview,  in  less  than  40  minutes. 

.  Not  ,a  half  dozen  stories  challenged 
i«y  ikiterest  I  considered  it  a  dull 
>  shccw^^esccept  for  a  few  news  pictures, 
the  standard  comics  and  one  excel- 
'  lenVqditorial  page  feature,  written  by 
a  man  of- real  literary  talent.  I  found 
I  myself  -scolding  my  friend,  the  edi¬ 
tor,  in  tji^  terms:  “If  you  expect  to 
fget  a'diipe  for  a  Sunday  newspaper. 


By  MARLEN  PEW 

those  which  are  selling  for  prices  that 
guarantee  a  profit  from  circulation 
alone,  ought  to  be  planned  in  advance, 
from  page  one  to  the  last  page.  All 
week  long,  fine,  special  stories,  both 
local  and  general,  should  be  put  in 
the  pickle  barrel  for  Sunday,  thus  to 
guarantee  reading  quality.  In  other 
words,  there  should  be  special  effort, 
all  along  the  editorial  line,  at  least 
commensurate  with  the  special  effort 
the  business  department  makes  to  in¬ 
sure  profit  on  the  big  paper. 

Later,  on  that  Svmday,  I  met  my 
friend,  the  editor,  and  told  him  of  my 
observations.  He  agreed  that  the  edi¬ 
tion  was  a  poor  one,  and  promised  a 
staff  meeting  to  plan  an  improved 
product.  “With  what  we  have  to  work 
with,  a  weak  paper  on  any  Simday 
is  a  crime,”  was  his  own  statement. 


chief  facts  of  life— a  fact  with  whi,x 
the  young  come  into  very  early 
tact,  and  the  moral  aspects  of  wSJto 
It  is  vitally  important  they  shoslj  i 
properly  understand.”  ' 

Science  Writer  Makes 
Hobby  Pay  By  Lecturml 

and  the  editor  of  the  newspaper  to  \A/  THE  FINAL  edition  of  tin 
which  she  subscribes.  The  mother  is  ^  ^  Angeles  Evening  HeraJiti 

&  Express  is  put  to  bed,  it’s  stillJ 
long  way  to  the  close  of  the  day*i] 


The  case  for  and  against  the  so- 
CJilled  crime  comic  strip  is  con¬ 
tained  in  an  exchange  of  letters  be¬ 
tween  an  indignant  Minnesota  mother 


IN  a  new  book  called  “Men  Who 
Run  America,”  Arthur  D.  Howden 
offers  an  impartial  study  of  the  capi¬ 
talist  system  based  on  the  histories  of 
30  individuals  who  have  been  se¬ 
lected  as  the  leaders.  Of  the  number, 
only  one  is  a  newspaperman — William 
R.  Hearst.  The  other  29  are:  J.  P. 
Morgan,  the  duPonts,  the  Weyer- 
haeusers,  Vincent  Astor,  John  D. 
Rockefeller,  Jr.,  Winthrop  W.  Aid- 
rich,  George  F.  Baker,  Lehman  Broth¬ 
ers,  Walter  S.  Gifford,  Frederick  H. 
Ecker,  Martin  W.  Clement,  Earl  D. 
Babst,  Myron  C.  Taylor,  Henry  Ford, 
H.  Friklerick  Prince,  Harvey  S.  Fire¬ 
stone,  Arthvir  Curtiss  James,  David 
Samoff,  Henry  L.  Doherty,  W.  Aver- 
ill  Haniman,  E.  L.  Cord,  Seton  Porter, 
Floyd  Odium,  Sam  Znnurray,  S. 
Stanley  Dollar,  John  A.  Ha^ord, 
Swift  &  Co.,  Andrew  W.  Mellon,  Ed¬ 
ward  J.  Berwind. 

In  a  “master  list,”  that  is  a  list  of 
men  who  occupy  key  positions  in  in¬ 
dustry,  finance,  joum^ism  and  gen¬ 
eral  business,  the  author  names  some 
300  men  wdio  “run  America,”  includ¬ 
ing  the  following  newspapermen: 
Arthur  Brisbane,  Roy  W.  Howard  and 
CoL  Robert  R.  McCormick. 

The  book  is  published  by  Bobbs 
Merrill. 

*  '  *  • 

Recently  an  Eastern  newspaper 
published  on  page  one  a  story 
about  betting  on  the  national  election. 
The  reporter  quoted  odds  and  made 
definite  statements  as  to  the  place¬ 
ment  of  bets  but  I  think  any  experi¬ 
enced  slotman  would  know  at  a 
glance  that  his  story  was  imaginary. 

It  is  an  old  trick  in  partisan  poli¬ 
tics  to  nm  out  occasionally  a  propa¬ 
ganda  yam  about  how  betting  “in 
Wall  Street”  is  “slow,”  or  “brisk,”  or 
what  may  suit  the  occasion,  naming 
odds  to  indicate  a  trend  in  favor  of 
your  party  or  candidate.  Sometimes 
a  reporter  may  even  name  a  “betting 


.  and  gain,  circulation,  you  must  wpte  commissioner”  who  is  allegedly  giv- 
.a  be^r  than  this  one.  This  is  a  odds  of  so-and-so  on  such-and- 
ijdull  aff^,  not  an  outstanding  fact  or  such.  Those  references  lend  an  air  of 
rfeatqre  to  recommend  it,  and  it  is  authenticity  to  the  story,  but  it  might 
•  plain  that  this  edition  was  not  planned  jjp  difficult  to  induce  the  conunis- 
rat  all— it  just  popped  up  like  Topsy.  sioner  to  confirm  the  fact  by  actu- 


AND  that  is  the  moral  of  this  tale. 

The  average  newsman  depends 
upon  the  “breaks”  in  the  news  and 
when  they  do  not  come  he  is  left  flat, 
.  compelled  to  resort  to  a  build-up  of 
routine  matter  to  carry  headlines. 
The  results  are  invariably  sad.  I  think 
,  that  Sunday  newspapers,  at  least 


ally  placing  money  bets  at  those  odds. 

Stories  that  refer  to  bets  placed  by 
betting  commissioners  with  funny 
names,  and  no  addresses,  or  by  “local 
book  -  makers,”  or  by  “prominent 
brokers,”  usually  may  be  regarded  as 
suspect  by  any  copy-reader,  whether 
the  stuff  comes  from  a  staff  writer  or 
from  a  press  association  or  an  occa- 


Mri.  A,  T,  Llndatil,  of  Austin,  Minn., 
and  the  editor  Is  Carl  W.  Jones,  of 
Minneapolis  Journal.  Iffiie  wrote: 

“As  ^  mother  of  a  couple  of  little 
boys,  I  wish  to  register  a  protest 
against  the  unwholesome  and  danger¬ 
ous  influence  of  some  of  the  comic 
strips  which  could  more  truthfully  be 
called  ‘crime  strips.’  They  are  in  a 
class  with  the  ‘children’s  crime  hour,’ 
as  it  has  been  called,  on  the  radio  be¬ 
tween  five  and  six  o’clock.  I  am  won¬ 
dering  if  you  realize  what  you  are 
doing  to  the  sensitive,  plastic  minds 
of  our  children  by  giving  them  this 
daily  lesson  in  crime  and  using  the 
vivid  pictorial  method. 

“We  wonder  why  there  is  so  much 
crime  among  the  very  yoimg  today. 
The  real  marvel  is  that  there  is  so 
little.  A  child  actually  lives  the  things 
he  reads  in  the  papers  or  hears  over 
the  radio  and  it  makes  my  heart  sick 
to  think  of  the  thoroughly  vicious 
lessons  his  rec^tive  mind  is  receiv¬ 
ing  daily.  All  one  needs  to  do  is  ob¬ 
serve  the  expression  on  the  face  of 
your  own  child  as  he  turns  away  from 
the  radio  or  lays  aside  the  paper  to 
realize  what  is  happening  to  the 
minds  and  hearts  of  our  own  lovely 
yoimgsters. 

“What  is  the  matter  with  us  grown¬ 
ups  anyway?  Do  we  want  a  nation 
of  criminals?  Even  a  child  would 
know  better  than  to  train  his  dog  to 
do  the  wrong  thing  and  then  expect 
him  to  do  the  right  The  poor  chil¬ 
dren  are  not  to  blame.  It  is  we  stupid 
adults  who  permit  our  children  to 
attend  this  daily  crime  school,  who 
are  really  guilty.  It  would  be  more 
appropriate  that  we  be  sent  to  a  re¬ 
form  school  until  we  realize  the 
dreadful  things  we  are  doing  to  our 
children.  Small  wonder  that  we  read 
of  eleven-year-old  murderers  or  the 
abstird  story  of  the  two  university 
girls  who  ^ot  at  a  perfectly  innocent 
young  man  whom  their  hysterical 
imaginations  had  chosen  as  t^ir  po- 
tenUal  abductor.  Just  too  much  crime 
literature,  probably. 

“1  have  had  to  exclude  the  Sunday 
paper  from  our  home  as  it  is  too  evil 
to  have  where  my  children  can  get 
at  it,  and  unless  these  crime  strips 
are  discontinued,  1  suppose  I  shall 
have  to  omit  the  daily  paper  also.  My 
children  are  too  precious  to  me  to 
subject  them  to  any  unnecessary  evil 
influence,  even  if  it  does  mean  a  sac¬ 
rifice  on  my  part. 

“A  copy  of  this  letter  goes  to  the 
Minneapolis  Tribune,  which  offends 
equally  in  this  respect.” 

•  •  • 

IN  response  to  that  vigorous  com¬ 
plaint,  Mr.  Jones  sent  the  follow¬ 
ing  letter:  “The  question  you  bring 
up  as  to  the  effect  on  the  youthful 
mind  of  the  stories  of  crime  in  the 
so-called  ‘comic  strips,’  is  one  to 
which  we  have  given  long  study  and 
careful  consideration.  Many  of  these 
strips  make  no  pretense  to  humor, 
but  devote  themselves  to  what 
amoimts  to  serial  stories  told  by  pic¬ 
tures  and  subtitles.  They  have  far 
surpassed  in  popularity  and  interest 
the  original  ‘huuiies.’ 

“But  may  I  point  out  that  the  sto¬ 
ries  they  tell  are  identical  in  char¬ 
acter  of  plot  and  development  with 
the  stories  of  our  great  novels  and 
plays?  Crime  has  always  been  one 
of  the  chief  themes  of  fiction  in  all 
its  forms,  because  crime  is  one  of  the 


Lyle  Abbott,  science  writer,  Los  Angela 
Evening  Herald  &  Express,  at  the  vp 
piece  of  a  12-incb  telescope, 
activities  for  Lyle  Abbott,  scieiw 
writer  and  assisttmt  city  editor. 

Abbott’s  evenings  are  devoted  ti 
star  gazing  and  astronomical  Icctun 
in  the  Griffith  Observatory,  opersM) 
as  an  i^tmct  to  the  Grffith  Pnl 
Planetarium  in  Los  Angeles.  He  1 
in  diarge  of  the  12-inch  telescope,  and  ] 
each  night  points  out  the  wonders  of ' 
the  heavens  and  lectures  to  from  3M 
to  500  persons. 

Amateur  astronomy  first  interested 
Abbott  25  years  ago,  when  he  was  sa 
eighth  grade  student  in  a  New  Mexisa 
school.  He  purchased  a  telescope  aad 
began  studying  in  earnest  at  the 
versity  of  New  Mexico.  Later  he  weal 
to  Arizona  and  in  addition  to  nevMe 
paper  work  there,  worked  with  tin  Fj 
Lowell  Observatory,  and  later  opsr* 
ated  his  ovm  telescope  at  Presooti 
Ariz.  |al| 

When  plans  were  first  made  for  the 
construction  of  the  new  200-inch  telw  bv< 
scope,  Abbott  was  assigned  the  An-  mg 
zona  territory  to  conduct  reseaidk  a 
work  to  find  the  best  site  for  its  ia*  m 
stallation.  Although  the  site  iiltimats*  i  < 
ly  selected  is  Palomar  Mountain,  to  yll 
Southern  California,  his  data  on  at-hd 
mospheric  conditions  in  Arizona  hsstojJ 
proven  of  value.  '  PP1 

In  1929  Abbott  went  to  Los  AngehgK 
and  joined  the  Evening  Herald  stef.'^o 
He  organized  a  section  of  the  1®-  s 
Wilson  eclipse  expedition  in  1931,  o|h  p, 
crating  at  Honey  Lake,  Cal.  In  addi-  N 
tion  to  his  present  lecturing,  he  is  att*  |  it 
thor  of  the  Griffith  planetarium  aad|« 
observatory  guide  book. 

HAS  KIEL  TABlF  ACCOUNT 

The  Kiel  Table  Co.,  of  North  Ton*- 
wanda,  has  placed  its  advertising  ac¬ 
count  with  the  Moss-Chase  Co.,  Bid- 
falo,  N.  Y.,  agency. 


